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Air Conditioning ...Two Primary 
Markets that Merit Continuous 


Cultivation.... 


Nothing can stop the march of air conditioning to new 


sales highs! 


Here at Air Conditioning Headquarters, through nation- 
wide surveys, we know of plenty of jobs going ahead — 
thousands more in the making — jobs requiring millions in 


equipment, 


And who will get the lion’s share of this business? The 
answer is obvious — those shrewd manufacturers who con- 
tinue through thick and thin to cultivate the approval of 
air conditioning’s KEY MEN. 

Nor is complete coverage expensive. To reach every 
important buying factor, use one or both of our leading 
publications, as your products may require. 


KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN AVE., CHICAGO 











. « + in the Industrial, 
Commercial and Big- 
‘Building Air Condition- 
ing Market. 
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AMERICAN 
ARTISAN 


— complete coverage of the 
purchase-controlling factors in 
the residential and small- 
building field —the warm air 
heating dealers and contractors 
who handle the bulk of all 
jobs. Each month this paper 
contains a wide range of au- 
thoritative articles — air condi- 
tioning data of vital importance 
to every subscriber. 


HEATING-PIPING 
AND 
AIR CONDITION 


— complete coverage of the 
chase-controlling factors is 
industrial, commercial and 
building field — consulting 
neers, engineers in industry 
large buildings, and contre 
specializing in air conditi 
work. Each month this p 
earries the Journal Sectios 
the American Society of 
ing & Ventilating Engis 








NUMBER ONE PAI 
in the Residential 4 
Conditioning | 












INDUSTRIAL MARKETING 


Reg. U. S. Pat. Off. 






MAY, 1938 
























ByJ.SEWARDMcCAIN 


@ THE contrast between favorable 


conditions in foreign trade and de- industry may profitably concentrate a larger share 
creased domestic sales activity has put 
ING export markets under the spot light of its enterprise in the field of export selling 


of current publicity. Latin America, 


With conditions in this country temporarily unsettled 


NI as our most accessible export territory 
rs and one in which we have predomi- 
A. nant trading advantages, has figured 
ing most prominently in the discussions. 
~ On the facts, it emerges as one of the 
¢ bright spots in a business world that SST SS SSS SAS SEES SEE 
- is clouded in many places. MAQUINARIA PARA EXGCAVACIONES 


sin The United States is not losing PERFORACIONES Y MANEJO DE MATERIALES 


ground in Latin America to European 
or Asiatic competition. On the con- 
trary, it is supplying a larger percent- 
age, year by year, of the imports of 
Latin America as a whole, ranking 


=> > 


highest among all of the manufactur- 
ing nations in the aggregate, and with 
tew exceptions holding the number 





one position with the individual re- 


BUCYRUS 








: publics. A he wy - = ERIE 

' In 1933, ten of the most important F ( () M PA N y 
_ ‘ - . eben. een ST . " 
} nations drew from 9.9 to 59.2 per Se = SST SS Sie UTH MILWAUKEE, WISCONSIN. EUA 





cent of all their importations from 
the United States, with an average of | A striking array of action pictures in best American style featured this 
24.1 per cent for the group. In 1937, spread which is part of Bucyrus-Erie Company's advertising in export media 
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OUR TRADE STAKE IN LATIN AMERICA 
Mexico is a key market. What happens to our business there 
will influence trade everywhere south of the Rio Grande 
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The U $ increased its hold on every importont Latin Amencan market last year, biggest percentage gains being in Etvodor and 
Colombra Japonese competion wos definitely no menace Germany mode small gos in Argentina. Braz! Ecuador, and Peru 
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the share of the United States in- 
creased to 29.4 per cent of the com- 
bined imports of the ten republics, 
with individual percentages ranging 
from a low of 19.5 to a high of 71.2 
per cent. From 1932 to 1937, our 
dollar sales to Latin America as a 
whole increased from $215,800,000 
to $639,700,000. These gains have 
been made in the teeth of competition 
that was openly subsidized by several 
foreign governments. 

It is true that these figures, being 
averages for our entire trade with the 
countries in question, do not coincide 
with the sales experience of any one 
manutacturer nor indicate the poten- 
Never- 


theless, the basic conditions that cause 


tial for a specific product. 


a general increase in trade also oper 
ate in favor of every classification and 
item that enters into the total trans- 
action. From a commercial stand- 
point, the most important of these 
conditions is that the United States is 
the largest buyer of the products that 


Latin America sells. Dollar remit- 


10 


tances for our huge purchases pro- 
vide the means of payment for their 
imports of our manufacture, a very 
Technically, 


these dollars could be used to pay for 


practical consideration. 


imports from our competitors in Eu- 
rope and Asia, but such action on any 
large scale would be certain to inter- 
fere with the satisfactory relationship 
that now exists, and there is no other 
nation that can match us as a cus- 
tomer. Latin America has no desire 
to kill the goose that lays the golden 
eggs, especially when our goods are 
more suitable than those produced 
elsewhere and prices are not out of 
line. 

This is what Secretary of State Cor- 
dell Hull calls the principle of mu- 
tually profitable commercial and trade 
relations. The foreign trade policies 
of the State Department are founded 
upon.that principle, and while it is 
applicable to all nations, it has been 
most firmly established in the Western 
hemisphere. In a recently published 
statement, Secretary Hull said that for 





years the twenty-one American repub- 
lics, including the United States, have 
been undertaking to develop the full- 
est codperative relationship, politically, 
economically, educationally, culturally 
and in every other way which might 
prove mutually desirable. 

This historic policy on the part of 
the United States rests solidly upon 
Monroeism, with the Pan-American 
Union and the growing reciprocal 
trade movement as its effective sup- 
ports, and the well-being of the en- 
tire Western world as its superstruc- 
ture. 

But a community of interest in 
the spheres of trade and diplomacy is 
by no means the only advantage that 
American manufacturers enjoy in 
Latin America. Another of far reach- 
ing importance is the network of in- 
ternational airways that now connect 
the remotest parts of the two conti- 
nents, making the transportation ot 
men and even heavy freight a matter 
of days or hours as compared with the 
months or weeks required only a few 
years ago. International highway 
systems and increasing motor trans- 
port also make it easier to do business 
and make prompt deliveries. Still an- 
other asset is to be found in the sev- 
eral highly developed communication 
facilities between the Western nations. 
James S. Carson, vice-president of the 
American and Foreign Power Com- 
pany, said recently that “Intensive 
use of our communication facilities, 
including radio broadcasts to the Latin 
American countries, is necessary” in 
order to make the most of the ad- 
vantages we have. The use of publi- 
cations and the mails might also have 
been stressed as more feasible for the 
majority of individual exporters, and 
extremely effective when properly car- 
ried out. 

Widespread recognition of the value 
of advertising as an adjunct to export 
sales effort is indicated by the experi- 
ence of the International Advertising 
Association. Organized early in April 
to help members make their foreign 
trade advertising more profitable, it 
received more than 200 membership 
applications by the end of the month. 
Since the first of this year, a score of 
machinery manufacturers with long 
experience in export trade, have put 
more steam into their Latin American 
campaign by resuming advertising or 
increasing their schedules in one or 
more publications that reach indus- 
(Continued on Page 45) 
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@ SUCCESS marked the first regional 
seminar on advertising and market- 
ng which was held by Eastern Indus- 
rial Marketers, Philadelphia chapter, 
National Asso- 


ciation, on Attendance, 


Industrial Advertisers 


April 8. 


which counted nearly 200, came from 


the surrounding area and also included 


delegations from Technical Publicity 
Association, New York, Industrial 
Marketers of New Jersey and Cum- 


berland Valley Industrial Advertisers. 
The full-day 


nto two sessions separated by lunch- 


program was divided 
eon and followed by an informal ban- 


juet in the evening. Opening the 
norning section, Jesse R. Harlan, ad- 
Yale & 


vice-president ot 


ertising Towne 
Mt g. 
E.t.Ax, 


s a derivative from the Latin ‘“‘Semi- 


manager, 
Company, 

explained the word “seminar” 
arium,” which means a place where 


eeds are planted, and expressed the 
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First regional seminar on industrial advertising and 
marketing held by Eastern Industrial Advertisers 


hope that many seeds of profit would 


develop out of the meeting at hand. 
Speakers on the morning program 


I lerbert we Mer- 


cready, advertising manager, Magnus 


were introduced by 


Chemical Company, Garwood, N. J., 
and past president of the New Jersey 
Robert A. Wheeler, 


ager of publicity, International Nickel 


chapter. man- 


Company, New York, and then presi- 
New York chapter, 


sided over the afternoon session. Ray- 


dent of the pre- 


mond E. Lovekin, R. E. Lovekin Cor- 


poration, agency, president of the 


Bclet ies 


I lev en speakers on the program pre- 


was chairman of the banquet. 


sented the latest thought on the vari- 


ous phases of marketing, from ad- 
vertising research, getting 


( )Ked, 


copy, campaigns, sales promotion, field 


the appro- 
priation functions of media, 
promotion, use of advertising in sales, 


agency relationship, and some of the 





Most 


of the talks are reported in detail on 


mechanics of the entire job. 
other pages of this issue. 
In his address on “Justifying an 


Charles H. 


manager, 


Advertising Program,” 


McDonough, advertising 
Combustion Engineering Company, 


Inc., New York, 


matter of getting an advertising pro- 


asserted that the 
gram approved by management would 
be materially simplified if, first, the 
advertising manager would build his 
program around sound objectives. 
Then in presenting the plan for ap- 
proval it should be well broken down 
so that it may be quickly analyzed 
and the reasoning obvious in relation 
to known sales problems confronting 
the management. 


Far 


in the advertising program, Mr. Mc- 


above all the details involved 
Donough feels that perhaps the one 


most important factor in the whole 
problem is the matter of confidence 
of the bosses in the advertising man- 
ager’s knowledge of the business, in 
his ability as an advertising man and 


his judgment as a business man. With 



































McGraw-Hill's smiling “Al Wheeler, 
Eastern Industrial Advertisers’ pro- 
gram chairman, was general chairman 
of the Philadelphia all-day seminar 





a favorable attitude on these matters, 


then management’s primary concern 
with the advertising recommendation 
is not as to the various aspects of the 
whether the 


program, but merely 


business outlook and the financial 
position of the company will permit 
the expenditure the program requires. 
Thus, he emphasized the theme of the 
seminar: to prepare oneself to do a 
better job of selling products through 
advertising and enhancing one’s own 
acceptance by the Brass Hats. 

What the sales manager expects of 
the id\ ertising was summed up tersely 


in the talk of R. E. § 


Geare, vice- 


president, L. H. Gilmer Company, 
who said: “We will not expect a big 
percentage of direct inquiries from 
our magazine advertising. We will 


only hope, that properly handled, it 
will make our buying public conscious 
of our product, of ourselves, of our 
services, so that when we personally 
contact them they will already have 
heard of us and we will have an entree 
with them through their familiarity 
with our advertising.” 

Mr. Geare emphasized the impor- 
tance of customer relationship, de- 
claring that maintenance of cordial 
relations is properly just as important 
from a business getting standpoint as 
the initial constructive advertising. It 
is a deciding factor in the repeat busi- 
ness, he pointed out, that can be 
counted on after the initial order has 
been secured from the customer. “It 
is the ‘follow through’ of all planning 
and work that has previously been 
done to turn the buying public to- 
ward us and our product. Properly 
handled, it will produce an ever grow- 
ing list of loyal and satisfied cus- 
tomers,” he concluded. 

Roger L. Wensley, president, G. M. 
Basford 


“The Industrial Advertising 


Company, in speaking on 
A gency 


and Its Client,” urged that the agency 
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What Cony Appeal? 


Although human, the industrial buyer is 






most successfully approached through an 


appeal to his reason rather than to his senses 


By NELSON W. SIEBER 
Advertising Manager 
CONTINENTAL-DIAMOND FIBRE 
COMPANY 


@ FUNDAMENTAL to our indus- 
trial advertising problem is one pic- 
ture which we must see clearly. That 
picture is that in a majority of cases 
They don’t live 
people 
mean good health, a happy family, 


men work to live. 


to work! By living most 
provided with a good home, a car, a 
radio; and enough money for a hob- 
by, vacation trips, and a little to put 
aside for old age. 

Everything the average man does, 
the man to whom you and I are try- 
ing to sell our products, everything 
he does is related to those desires. 
advertis- 


Most of us in industrial 


ing can’t tie in to his “good health” 
ideas—a fortunate few can. But we 
all can show him how our products 
will enable him to do his job _ bet- 
ter, and help him make more money, 
so that his work will mean _ better 
living. 

Nude females, or splashes of white 
space, or bold layouts, won’t sell that 
man unless they lead him into the 
information that will tell how your 
product will help Aim get the things 
he wants out of life, by increasing 
his profits, by effecting operating or 
production economies, or by making 
his product more salable. 

The impulses that induce men to 
buy your products are the same to- 


Eastern Indus- 
Philadelphia 


From a talk before the 
trial Advertisers Seminar 
April 8 


day as they were ten, twenty, thirty 
years ago. The type of information 
that will sell these men is the same. 
But there the analogy stops. Many 
new interests have crept into our ex- 
istence. The man you have to sell is 
continually finding new demands on 
his time. To get him to read your 
sales message you have to put it where 
he will be sure to see it, and present it 
in a manner that will stop him long 
enough for him to read it. And that’s 
not so simple! 

In our efforts to create something 
different, something modern if you 
please, to stop that prospect, we too 
often get away from the information 
about our product that will sell it to 
him. 

On the job Mr. Prospect looks to 
the best field 
for cost-saving and money-making 
He knows that by studying 


editorial talent in his 
ideas. 
the latest advertisements of the man 
ufacturers who create his production 
tools—he will be in a better position 
to make more money for HIS COM- 
PAN Y—and therefore MAKE MORI 
MONEY FOR HIMSELF! 

Unlike consumer publicity, busi- 
advertising is never 
He volun- 


ness paper 
forced on your prospect. 
tarily buys the publications devoted to 
his particular field and intentionally 
reads the ads, without benefit of col- 
ored lights or music. So in planning 
your approach it is wise to appeal to 
his reason, rather than to his senses. 
To him advertising is news—provided 
it gives him information about how he 
can do his job better and therefore 
make more money. 


be considered as part of the advertis- 
ing department and be given access to 
company executives and departmental 
men so that its work and recommen- 
dations might be made with respect 
to all problems confronting the busi- 
ness. Only through the closest co- 
operation and confidence, he said, can 
the agency begin to deliver its full 


value to the client. 





Reproduction 
Processes and Paper,” was discussed 
by L. C. Sossaman, advertising man- 
ager, Standard Paper Company. Mr. 
Sossaman traced the development and 
uses of blotting paper and advocated 


“Improvements in 


their greater use in the industrial ad- 
vertising program. 
The sound slide film of the “O. K. 
(Continued on Page 40) 
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Ten ways in which advertising may be tested before 
and after running and six principles to be observed 


Application of Research in Aduertising 


@ SINCE all research is fact-find- 
ing, advertising research is that fact- 
finding branch of our business 
through which we hope to avoid as 
much waste and inefhiciency as we 
possibly can. 

Such research can be highly profita- 
ble, on which subject John Caples in 
“Tested Advertising Methods” makes 
this very significant statement: “The 
Alexander Hamilton Institute, Dr. 
Eliot’s Five Foot Shelf, Phoenix Mu- 
tual, Doubleday, Doran, Inc., I.C.S., 
and the Book-of-the-Month Club are 
advertisers who spend an average 
of $100,000 a year and yet they have 
made their product as well known as 
many advertisers who spend $1,000,- 
000 a year.” And it is because these 
companies test their advertising. 

So in 
“Why 


first reason is—to make advertising 


answer to our question, 


Advertising Research?”, our 
more effective. But there is another 
important reason. How can an ad- 
vertising man do his most effective 
work in helping to sell goods if he 
has not inspired sufhcient confidence 
in himself so that he is permitted 
to carry out his ideas? And probably 
nothing an advertiser can do, except 
to be able to show dollar results, will 
help him to inspire confidence any 
more than in being able to support 
his recommendations, his ideas with 
facts—facts which may come out of 
idvertising research. And _ nothing 
appeals to the head of a business any 
more than the knowledge that the 
man who invests his advertising 
money is constantly checking to be 
sure that it is being spent in the most 
effective ways. 

From a talk before the Eastern Indus- 
rial Advertisers Seminar, Philadelphia, 
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By ROBERT L. GIBSON 


Manager, Apparatus Advertising 
GENERAL ELECTRIC COMPANY 


The first step in getting the an- 
swers to such questions is to do a 
good market research job. Because 
market research is not my _ subject, 
we'll skip it, assuming that the size 
and locations and characteristics of 
our markets are well known. The 
better the market research job the 
less the need for an advertising re- 
search job. 

When an 
curately the markets he wants to 


advertiser knows ac- 
reach; when he knows for what prod- 
ucts and applications of those prod- 
ucts are timely for those markets; 
when he knows the buying motives 





John Ora, "Mill Supplies,"” our candid 
camera man, does a little indirect 
work here on Irene Dennery, advertis- 
ing manager, Pennsylvania Salt Mfg. 
Company, at Philadelphia banquet 


for those markets (to tell him the 
most effective advertising appeals to 
use); when he knows what magazines 
have the best coverage and readership 
in those markets—well, the advertis- 
ing job is a “set-up.” And these are 
all the types of information we try to 
obtain in a market research study. 

When markets are known the next 
step is to determine what /ypes of ad- 
vertising or sales promotion to use. 
The market study will help point out 
what /ypes to use. We are now start- 
ing two extensive campaigns which 
include no space advertising whatso- 
ever, for reasons revealed in the two 
market studies on which the cam- 
paigns are based. 

When space advertising is to be 
used and there is a problem of select- 
ing media, and A.B.C. data don’t sup- 
ply the answer, we usually make a 
And some 


reader-preference survey. 
surprising results are forthcoming. 

Unfortunately a large percentage 
of the facts needed by industrial ad- 
vertisers are not available and must 
be collected in original research, and 
also, and unfortunately perhaps, there 
is nO One way to test industrial adver- 
tising. Just as in a laboratory dif- 
ferent kinds of equipment are needed 
for the testing of various materials 
and products, so does an advertiser 
need methods which will fit the type 
of campaign or individual ad or piece 
of direct mail which he wishes to test. 

There are many kinds of tests, of 
which the following are a few: 

1. Jury tests—used largely for 
testing appeals (in connection with 
market surveys)—psychologically not 
as sound as some other tests, inasmuch 
as the customer becomes an advertis- 


(Continued on Page 41) 
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MOOINE BLAST 


striking color treatment 


accentuated the 


M. J. Druse, Sales Promotion Manager, 






dramatic 


presentation 





Modine Manufacturing Company, tells 


adine's Catalog 3 


CW 


@ BLAST HEATERS... . those steam 
coils used in large heating, ventilating 
and air conditioning systems, have 
few inherent features to inspire any 
copywriter. Yet, we found that cata- 
loging the new Modine blast heater, 
and trying to accomplish five objec- 
tives at the same time, proved to be 
good sport. 

Modine had been manufacturing 
blast heaters for some years prior to 
1937. Satisfactory installation in well- 
known buildings dotted the country 

. chiefly because of a good sales or- 
ganization and twelve pages of tabular 
matter affectionately called “our cata- 
log.” In spite of this sales record, 
many architects, engineers and heat- 
ing contractors knew Modine only for 
its unit heaters and copper radiation. 

In 1933, Modine had brought out a 
unit heater with a novel design of a 
bend at one end of the steam tubes 
to allow for individual expansion and 
contracting of each tube. This closely 
paralleled high pressure boiler practice. 

In 1937, the engineering depart- 
ment, after considerable laboratory 
and field research, completed the de- 
velopment of a new blast heater, en- 


tirely different in design, and embody- 


14 


which had 


proved so successful in the Modine 


ing the expansion bend 


unit heater design. Promotion of this 
new product for the time being was 
to be secured primarily by the cata- 
log. To the catalog was assigned the 
task not only of presenting complete 
product information and engineering 
data, but also of promoting the sale of 
this product in a highly competitive 
field with few people knowing that 
Modine made blast heaters. 

An analysis of competitive litera- 
ture showed us that most blast heater 
catalogs consisted of a few pages of 
construction copy and a maze of tab- 
ular matter, diagrams and engineering 
formulas presented in strictly 
conventional “engineering style.” This 
analysis and a careful survey of the 
situation at hand was helpful in de- 
termining our objectives, briefly as 
follows: 

1. To 


through our catalog, to the fact that 


vigorously call attention 
Modine was definitely in the blast 
heater business and had been for 
some time. 

2. To sell the architect, engineer 
and heating contractor on the supe- 
riority of the Modine product over 





BLAST BEATER SYSTEMS 


systte } 
WO RECIACOLATION 


of the product in 
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the much better known competitive 
products. 

3. To present all of the necessary 
product information and _ technical 
data, including tables with a total of 
over 10,500 figures, in such a way 
that this information would be easy 
to find and use. 

4, To make the catalog so interest- 
ing in appearance and so easy to use 
that it would attract rather than scare 
away the architect or contractor not 
trained in engineering. 

5, And finally, to put into the hands 
of our salesmen a tool which would 
help them in overcoming long stand- 
ing competition. 

It was obvious to us that to try and 
accomplish all of these objectives in a 
catalog would require some “different 
thought.” It immediately precluded 
the publishing of an “ordinary” cata- 
log. 

The answer to our problem seemed 
to lie in circus layout, effective use 
of color and highly informative, well 
illustrated descriptive copy. The use 
of circus layout or “loud format” is 
common to consumer advertising and 
even to some industrial advertising, 
but we believe it is unusual in highly 
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technical catalogs such as this one... 
comparable to some extent to an en- 
gineering handbook. 

The opening pages of the catalog 
were devoted to telling the story be- 
hind the Modine blast heater . . . the 


story of the company, its experience 


ind facilities. We described the un- 
usual precautions taken in selecting 
ind testing copper and its alloys . . 

the very heart of light weight heat 
transfer surface. We described and il- 
lustrated over twenty million dollars 
worth of buildings for which our 
product had been selected. No stone 
was left unturned to convince the 
reader that Modine was definitely in 
the blast heater business. 

To sell the superiority of the Mo- 
dine heater over much better-known 
competitive heaters we virtually “‘ex- 
ploited” each of the ten design fea- 
tures in greatest detail. Each of these 
features was legitimate in that it con- 
tributed definite value to the product. 
However, ordinarily most of these fea- 
tures would have been mentioned in a 
passing reference of several lines of 
copy. This section of the book opened 
with a three-color spread. On the left- 
hand page in a field of blue and super- 
mposed on a black circle was an il- 
lustration of a blast heater which had 
been cut in half, exposing to view 
each of our features. 

All copper and copper alloy parts 
were shown in copper colored ink. 
Numbered arrows in copper-reverse 
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were directed to the design features. 
Running from the blast heater illus- 
tration and bleeding off on the oppo- 
site page was a copper band . . . tying 
these two pages together. Along the 
vertical edge of the right hand page, in 
blue reverse, was the name MODINE 


41 Built and Why 


in large letters. Short paragraphs of 
several lines, and keyed to the num- 
bered arrows on the right hand page, 
high spotted the Modine features. 

On following pages, these features, 
keyed by two-inch numerals, were ex- 
plained in detail. Circular halftones of 
close-up views illustrated each point. 
Throughout this section, three colors 
were generously used in the illustra- 
tions, vertical heads and feature num- 
bers . . . because we wanted to attract 
the reader to the heart of our sales 
story. 

Treatment of Technical Data 

Architects and engineers are accus- 
tomed to working with blueprints. 
For this reason, every diagram in the 
Modine catalog was printed in blue re- 
verse and bled off the page to similate 
the appearance of these prints. When 
two diagrams appeared on one page, 
they were separated by copper lines to 
relieve the monotony of solid blue. 

On the physical data pages, it was 
necessary to separate adjacent col- 
umns of figures and to clearly indi- 
cate the two sets of data presented in 
the alternating columns. To do this, 
we built pages which somewhat re- 
sembled barber poles in appearance. 








DESIGN FEATURES OF MO 


which made it easy for the reader to get the full sales story 





Alternating columns of copper were 
joined at the top and bottom with a 
wide margin of the same color which 
ran around the entire page. One set of 
data was overprinted on the copper 
columns and the other set, on the 
white columns in between. The re- 
sults were quite successful. 

One set of tables ten pages long 
and consisting of almost 9,000 figures 
presented a real problem. This data, 
the most important in the catalog, 
had to be presented in a way which 
would eliminate possibility of con- 
fusion on the part of the engineer. 
Tables eighty lines in depth and twen- 
ty columns in width had to be given 
for five different steam pressures. Al- 
most identical in appearance but vastly 
different in content, they had to be 
clearly identified to prevent the user 
from working with the wrong table. 

The steam pressure or “caption” of 
each two-page table was prominently 
shown in three places. As the reader 
paged through the catalog, holding it 
in normal reading position, he would 
see in the upper left-hand corner of 
each spread, the steam pressure apply- 
ing to the table he was looking at. For 
emphasis, these pressures were printed 
in copper reverse on the wide blue 
margin. Then, as the reader turned the 
catalog around to use the table (see 
illustration) he would again see the 
steam pressure at the top of the table 
in blue reverse, and again in five-inch 
light blue numerals beneath the tabu- 
lar matter itself. 

Anyone who has spent an hour over 
a Dun and Bradstreet directory knows 
how the eye tends to wander all over 
the page. To discourage this “eye- 
wandering” on our tables, we put a 
heavy blue border around the two- 
page spreads. Experimenting with lay- 
outs, we found that this helped to 
(Continued on Page 50) 
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By J. F. SULLIVAN 
Advertising Manager 


BROWN INSTRUMENT COMPANY 


Value of Concentration in the 
Aduertising Program 


An analysis of the location of industry and the con- 
centration of buying power reveals the advisability 
of using dominant advertising in first-line mediums 


competition and the 


@ INTENSIVI 
pressure on business to increase sales 
at a lower cost have caused many 
firms to gear their sales and advertis- 
ing plans to tried and proven mer- 
chandising experience. The proper 
interpretation of marketing facts is 
necessary if we intend to eliminate 
wasteful practices. The savings to 
the manufacturer and distributor 
through the more intelligent appraisal 
of markets is a figure of importance. 


It population or manutacturers 


were distributed uniformly through 
the country, it would be a compara- 
tively simple matter to develop mer- 
chandising plans to reach one’s mar- 
ket. We are well aware, however, 
that concentration exists and that a 
thorough study of it will repay us in 
dollars saved. For instance, we know 
that there is a considerable concen- 
tration of population in the North- 
east and Great Lakes areas of the 
United States and, to a less degree, on 
the Pacific Coast. If you are attempt- 
ing to reach people in the mass you 
must cultivate them in the populated 
areas. 

The same thing can be said for buy- 
ing power. The total United States 
payroll as shown by the 1935 Census 
of Business, was nearly 20% billions 
of dollars; 156 counties out of 3,098 
receive seventy-five per cent of the 
total payroll. 

Concentration is also apparent in 
the manufacturing industries. The 
include the 
New England, Middle Atlantic, East 


North Central, and Pacific states ac- 


seventeen states which 


count for 74.8 per cent of the 45% 


From a talk before the Eastern Indus- 
trial Advertisers Seminar, Philadelphia, 
April 8 
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billions of dollars of manufactured 
products for the country. 

Industry is concentrated, not only 
geographically, but also according to 
size. The very small plants play such 
a minor part in our selling problems 
that even the Census of Manufac- 
tures decided to ignore 38.6 per cent 
of the plants and not include them in 
the census, as they accounted for only 
.03 of one per cent of the value of 
manufactured products. The census, 
therefore, counted only those plants 
having an annual value of manufac- 
tured products of $5,000 or more. The 
plants totaled 169,111 for 1935. 
Many of these also are too small to be 
worth while, which is illustrated by 
the fact that forty-five per cent of 
them have less than six employes and 
their horsepower is only four per cent 
of industry’s total. 

It is obvious, therefore, that when 
we are evaluating markets it is not 
safe to assume that there is a possi- 
bility of securing business from all. 
Concentration in the worth while geo- 
graphical areas and in the worth 
while plants is a necessity if we are to 
build business economically and _ rise 
to leadership. 

As population is concentrated in a 
relatively small number of counties so 
are wage earners concentrated in a 
relatively small number of plants. 
This is shown by the Census of Manu- 
factures of 1935 where we find that 
14.5 per cent of the plants (those 


having fifty-one or more employes) 


employed 81.4 per cent of the total 
wage earners. 

We have seen that industry is con- 
centrated geographically and in the 
larger plants. We also know that 
buying power is concentrated in the 
hands of a relatively small number of 
men in these plants. We can visualize 
this by comparing the total popula- 
tion of the United States with the 
number of owners, manufacturers, 
officials, and engineers in industry. 

The United States as a whole had 
at the Census of 1930 a population 
of 12234 millions of people. Owners, 
managers, officials and _ engineers, 
however, account for only 706,000 of 
that number. The worth while indi- 
viduals in this group are the ones on 
which we must concentrate if we are 
to successfully sell our products or 
services to business and industry. 

The concentration of the buying 
power is apparent not only in indus- 
try as a whole, but in its component 
parts: (1) proprietors, manufacturers, 
managers and officials; (2) foremen 
and overseers; (3) the vast array of 
employes who play no part in the 
buying of industrial goods. 

R. O. Eastman has shown that in 
the purchase of products costing less 
than $1,000, an average of 3.6 men 
participate in the transaction. In 
purchases of over $1,000, the average 
number of men involved is 5.8. 

It varies by size of company, being 
3.6 men in the smaller plants to an 

(Continued on Page 42) 
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Technical Publicity Association, New York, turn out in good style for the 
Philadelphia seminar of the Eastern Industrial Advertisers, April 8. Starting 
at the left is Allan Brown, Bakelite Corporation; T. B. Little, Steel Publications, 
Inc.; James A. Channon, "Mill Supplies’; Mason Britton, McGraw-Hill Publish- 
ing Company; Charles H. McDonough, Combustion Engineering Company; 
Robert L. Gibson, General Electric Company, Schenectady; Robert L. 
Wheeler, International Nickel Company; E. M. Stanley, ‘Mill & Factory"; 
Emil W. Kreutzberg, ‘'Steel'’; Ruliff Davison, The New Jersey Zinc Company; 
Roger L. Wensley, G. M. Basford Company; Harvey Conover, Conover-Mast 
Corporation; William Buxman, "Textile World"; E. F. Thayer, “Industrial 
Marketing"; F. Morse Smith, “Industrial Equipment News"; N. O. Wynkoop 


' 


and Al Paxton, McGraw-Hill Publishing Co.; Joseph Mehr, ‘Modern Brewer’ 


elting Aduertising Used 


How one company helps its salesmen to capitalize 
on its advertising and sales promotional material 









. . ‘ 
activities come under the sales pro- 


By J. L. ROSENMILLER 
Sales Promotion Manager 

YORK ICE MACHINERY 
CORPORATION 


motion department. 

According to our. organization 
chart, the sales department of our 
company is divided into five divisions: 
General Refrigeration, Air Condition- 


@ I AM going to tell you what are ing, Commercial (small applications 
considered the responsibilities of the of refrigeration and air conditioning 
sales promotion manager of our com- equipment), Accessory Equipment 
pany. and Supplies, and the Dairy and Ice 
This elastic term, “sales promo- Cream Plant Equipment Division. 
tion,” applies in some companies to a In organizing our sales promotion 
restricted type of work wholly sep- division, we paralleled our sales de- 
arate from what is commonly called partment, so that we have a man in 
advertising. In other companies, the charge of sales promotion for the 
sales promotion department is in re- Air ‘Conditioning Division, one for 
lity the advertising department, do- the General Refrigeration Division, 
ing all sorts of advertising work. ont. ‘While to & ees ed bee ee 
Again, in many companies, the sales other companies, ‘en tn oe particu- 
promotion department is a part of the lar case, it has worked splendidly. 
sales department, the sales promotion Shoes coon ete fall ccatetle serenade 
manager reporting to the executive in ble for knowing all hous whet is 
charge of sales. In such organizations, going on in hate departments, and 
the advertising department usually they head up all sales promotional ac- 


eports to the sales executive also. tivities for these departments. 


Our company comes under this last Now, as to the responsibilities of the 


classification. We have an advertis- sales promotion manager and his de- 
ng Department which, in collabora- partment, we may enumerate the fol- 
tion with our advertising agency, lowing: 
plans, develops, and places our con- 1. Training department personnel 
sumer and business paper advertising. 2. Statistics 

All other advertising and promotional 3. Sales literature 

From a talk before the Eastern Indus- 4. Publicity and public relations 
rial Advertisers Seminar, Philadelphia 5 Movi ° a 

‘pril 8 . Moving pictures 
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Showroom and window dis- 
plays 

7. Market research and product 
study 


8. Nameplates 

9. Photographs 

10. Signs 

11. Record of editorial space 
12. Sales conventions 

13. Coéperative advertising plans 
14. Advertising 

15. Inquiries 

16. House organ 

17. Equipment exhibits 

18. Educational work 

19. Promotional and advertising 


requirements 


20. Reports 

21. Budget 

22. Suggestions and new ideas 

23. Coéperation with other de- 
partments 

24. Field work 

25. Direct mail campaigns 

) 


6. Merchandising 


Regarding the last responsibility 
listed, as we see it, the proper mer- 
chandising of sales promotional and 
advertising material to both the sales- 
man and the prospect, is most impor- 
tant. New schemes to insure the 
effective use of this material must be 
devised. The plan we developed, 
while it is not novel, has a few angles 
that may be of assistance to others. 
We, therefore, want to describe “The 
Assistant,” a loose-leaf filing system 
for our salesmen. 

Prior to 1934, whenever we issued 
a new sales bulletin, broadside, or 
other piece of promotional material, 
we immediately mailed a copy of it 
to all salesmen throughout the coun- 
try. At that time we received letters 
almost daily from salesmen telling 
us what a good job they could do if 
they had a piece of sales literature on 
this or that application. We were 
rather busy replying that it had al- 
ready been issued, and a copy sent 
to them some weeks or months pre- 
viously. Various other incidents oc- 
curred which served to wake us up to 
the serious need for a plan to over- 
come the salesmen’s indifference to 
expensive advertising and promotional 
tools. 

The outcome of this was “The As- 
sistant,” which is presented and ex- 
plained to each salesman. In doing 
this, we drive home how it actually 
functions as a real time-saver, is a 

(Continued on Page 46) 
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Unique campaign for 


@ THERE are two major loom build- 
ng concerns in the United States— 
the Draper Corporation at Hopedale, 
Mass., and Crompton & Knowles Loom 
Works at Worcester, Mass. 


This is a report of an advertising 
effort made by the latter concern in 
the promotion of the sale of its supply 
parts for replacement purposes. About 
one-third of its gross business is in re- 
placement parts. 

It is bromidic to say that the ad- 
vertising of capital goods is difficult. 
Machinery in general does not lend 
itself to great eye appeal or the play- 
up which is available to most of the 
consumer goods. After all, it is cold 
metal and relatively unromantic. 

How much easier it would be to 
dramatize the products that come 
from a silk, rayon or terry towel loom 
for instance, than the machine itself. 
Even in C&K advertising it is easier 
to build a story or a layout around a 
new type of precision, labor-saving 
loom than it is around the replace- 
ment parts which are sold the user 
of the loom. 

And yet, the volume of potential 
business in supplies represents such a 
large per cent of the gross business 
that stimulation of spare parts sales 
must be given periodical attention by 
an advertising department. It prob- 
ably should be given more than it re- 
ceives, because, although there are few 
that can duplicate the loom, there are 
many small machine shops and jobbing 





“Machine Plates”? 


Crompton & Knowles Loom Works’ 
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WHAT IS 
2 “ligs and Fixtures”? 


“Heat Treating”? 
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5 “Up-to-date Warehousing”? 













WHAT is 


“24-Hour Service"? 


wharis 5 








Accordion-folded pictorial questionnaire which Crompton & Knowles sent to C&K loom users to register the reason for buying genuine repla 
parts from the manufacturers by having them check the captions under the pictures which they thought most appropriate for use in C&K parts 
tising or supply their own if they cared to. Following the survey, the pictures and preferred captions were run in a two-page spread adverti 


nemeling the Sale 


houses that attempt to get in on this 
important part of the business. 

C&K attempted an approach which 
we believe is a new one for the capital 
goods industry. It involved the send- 
ing of a “ballot” to the entire mailing 
list asking that answers under six 
pictures be checked as to their de- 
scriptive adequacy. 

There were three captions under 
each picture—the work of three dif- 
ferent copy writers. Over the pictures 
were the questions: 

“What is material analysis?” 

“What are machine plates?” 

“What is heat treating?” 

“What are jigs and fixtures?” 

“What is up-to-date warehousing?” 

“What is 24-hour service?” 

A seventh question was: “Why 
C&K Parts for C&K Looms?” And 
here, together with the three answers 
under each illustration, which would 
be read carefully, was where the sales 
point for genuine C&K loom replace- 
ment parts was registered. The copy, 
which was followed by the question; 
“Do you think this is a fair statement 
of fact?” read as follows: 

For the reasons pictured. 

Who, more than the designer 
and the builder, has at heart the 
performance and efficiency of 

your looms? 

Who, because of your experi- 
ence and ours, is better equipped 
to know the proper design, ma- 
terial and treatment for a part? 





Parts of old time looms were 
not built by precision methods— 
yet they, as well as our latest 
products, are constantly being 

improved as your experience and 

ours suggests the need. 

On Jan. 28, 
sent to 2,766 names. 


these ballots were 
Incidentally, 
two ballots were enclosed in each en- 
velope so that the recipient might 
keep one to “kick” around on his 
desk for a while and which he might 
also refer to, if sufficiently interested, 
when he saw the full result of the bal- 
loting—to check his choices against 
the majority. 

It was explained that, in the end, a 
double-page spread would be taken in 
the textile papers and the checked 
preference as to answers would be 
used in the writing of the copy. With- 
in ten days there were returns from 
ten per cent of those receiving bal- 
lots. Thereafter there was a strag- 
gling response until at the end of two 
months the returns equalled almost 
exactly twelve per cent. We are told 
that this is a fairly high return in 
view of there being no premiums or 
inducements. The lurking hope is 
that this favorable response was due 
to the interest-provoking quality of 
the promotion and to the codperative 
bond existing between the manufac- 
turer and its customers. 

To keep the matter and interest 
alive, Crompton & Knowles ran an 
intermediate advertisement in March 
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By JOHN RICHARDSON 
Advertising Manager 


ssues of the textile papers showing in 
facsimile some of the comments that 
1ad been written on the ballots, and 
hen, in April issues of the seven tex- 
ile papers appeared the double-page 
pread. 

As important as the twelve per 
cent return, have been the written-in 
comments for which the ballot sup- 
plied space. In the main, these have 


been of a constructive nature and 


friendly. Each one that presented a 
question, a problem, or merely a point 


yf view, brought a carefully consid- 


ered letter from some C&K execu- 


tive. It permitted an attempt at 
clearing up or explaining points that 
troubled the actual 
overcoming of a grievance. 

Although much and continuing in- 
keeping the 


writer or the 


terest is expended on 
mailing lists up to date and accurate, 
the returned ballots indicated a start- 
ling number of errors both in the 
spelling of customers’ names and their 
initials. It was a test of the mailing 
list and the list was found to be less 


precise than it was thought to be. 


We played another little game of 
which our customers were not aware. 
The ballots were made up in two dif- 
ferent forms. One was merely labeled: 


“Official Ballot” 
The other had this 


copy: 
“Will You Help Us Write an 
Advertisement?” 


INSTRUCTIONS 

On the inside pages of this folder 
you will see that we have selected six 
illustrations. We have written three 
different descriptions to each illustra 
tion. We would like to have you 
check the description that means the 
most to you. 

If none ot the three appeal to you, 
please write your own description in 


space provided 


heading and 


We want to run a series of adver 
tisements in Textile Publications and 
propose to. use the descriptions which 
have the most votes 

When you have filled out the 
ballot, will you kindly return it to us 
in the self-addressed envelope pro- 
vided. No postage is necessary 
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On page 7 there is a space to sign 
your name, if you so desire, but 
please return the ballot, signed or 


This grew out of a difference of 
opinion in the C&K advertising de- 
partment as to which would have the 
greatest appeal. Consequently, these 


two types were alternated straight 


down through the mailing list. Here 
again the results were interesting in 
that the one asking for help in writ- 
ing an advertisement pulled fifty-five 
per cent as against forty-five per cent 
for the “Official Ballot.” 
Significant also is the fact that of 
those who took the trouble and the 
interest to write in Comments or criti- 


cisms, sey enty-two per cent had been 


the recipient of the one asking them 
to help write an advertisement. In 
other words, appealing to the esthetic 
sense latent in all people that they are 
born copy writers and could improve 
on many of the layouts which they 
run across in their reading of maga- 
zines, prompted more serious atten- 
tion and more interest. 

The ballot being of a technical na- 
ture, it was not expected that ofhcers 
in selling organizations and those on 
the mailing list who are not associated 
with manufacturing at all, such as 
bankers, editors, and librarians, should 
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This intermediate ad ran during the 
survey showing some of the comments 
written in on the ballots and sustained 
interest for the spread which was 
to carry the customer-written copy 


be expected to return a checked bal- 
lot. Therefore, to their copy was 
attached a card which read: 

This is sent for your infor- 
mation only. We do not expect 
you to fill it out. Copies with 

return envelopes were sent to the 

mills. 

Mind you, we do not in any sense 
pretend that there is novelty in what 
has been done but we do record it be- 
cause of the interest aroused and be- 
cause of the value that it has been to 
us, quite aside from the question as to 
whether it has or actually will sell 


additional spare parts. 


wnaris “Heat Treating”? woar ane ‘Jigs and Fixtures”? 
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WHY “C&K Parts for C&K Looms” ? 
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Who. more than the designer und builder. has at beert the performance 
and efficiency of your looms? Who is better equipped to know the proper 
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Here is the spread ad carrying the customers’ preferred copy which tells 
them why it is best to buy genuine replacement parts for their C&K looms 
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Clinic conducted by 
HERB MERCREADY 
Advertising Manager 
MAGNUS CHEMICAL CO., 
GARWOOD, N. J. 


@ LAST month we touched just a bit 
on the subject of giving a sales let- 
ter display value. Since then, from 


the interest expressed and material 


which has come to light, we have felt 
that perhaps this phase of sales let- 
ter construction might be amplified a 


bit further. 
Reams have been written on the 
subject of the layout of advertise- 


ments—but I have run across little on 
this point of putting those same ele- 
ments of display into the sales letter. 
And yet, how much more important 
is it that the letter have display value 
—because the sales message it carries, 
gets FRONT PAGE POSITION with 
the reader. For, while it may com- 
pete against other things for his time 
—at least while he has it in his hand 
reading it, there is no competing story 
on a facing page! 

Eight and a half inches by eleven 
93! 


inches! square inches of white 


space! 23 


7x10 ad! 


more square inches than 
in a 
True—two inches down across the 
top is probably taken up with the for- 
mal letterhead. Still, the remaining 
space exceeds the challenge presented 
by a normal magazine ad. 
Disregarding for the moment, all 
company policies as to standardized 


arrangement of letters, as well as all 
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Get Dispolay inloe 


trick or unusually novel forms of let- 
ters—let us seriously consider this all- 
important factor of display value—a 
factor which plays no little part in 
every ad we write—yet something we 
often overlook in getting up a sales 
letter. 

As a matter of fact, I think you 
will agree with me, when I say that 
we have to turn to the sales letter 
productions of mail order houses, to 
find the best examples of the use of 
display in letters. Knowing full well 
that their letters must bring home the 
bacon, they have studied every phase 
and factor which might have a ten- 
increase their effectiveness. 


dency to 


Therefore, in practically every suc- 


cessful letter of a mail order nature, 
you will find display value built in as 
an integral part! 

So, 


when | 


you will have to pardon me 
of 
field for a moment, and oddly enough, 


step out the industrial 
into that mail order field, to use a case 
in point. For, I was unable to lay 
my hands quickly on an industrial 
sales letter which would as adequately 
get 

You will recall, that last month we 


across my story. 


discussed the indention of a single 


paragraph in a letter, as one of the 
very simplest display points in let- 


ter construction. Let’s see how the 


application of that simple principle 
plus a few other equally simple fea- 
tures might have benefited a sales let- 
ter which I received recently. 

The letter exactly as I received it, 
is shown in the left-hand illustration 
(Fig. A). A massive document of 
four tremendous paragraphs, breaking 
first of all, that short paragraph fet- 
ish Each these para- 
graphs presents what seems like a 
veritable of black lines which 
make reading of it all most difficult. 
Two nine-line paragraphs, one ten- 
line, and one eleven-line—all drawing 


attention to the length of the letter. 


of mine. of 


mass 


Second, a very interesting special 


offer is buried in the fourth 


graph, unmarked by any special fea- 


para- 


ture of display. 

Third, in the absence of a filled-in 
address, the salutation becomes quite 
curt. The omission of the date is an- 
other bad feature. 

‘Now, let’s take this same letter, and 
without changing the wording of it 
one bit, see what we can make of it 
when we add a little display value to 
its make-up. 

In the right-hand illustration (Fig. 
B), you have a complete rejuvenation 
of this letter. The inclusion of the 
date, the putting of the first sentence 
into a salutation form and breaking 
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Whereas publication advertising gets attention by 


made to emphasize points with layout and indentions 


in display value would not be com- 
plete were I to omit mention of the 
pleasing style used by Truscon Steel 
Company, Youngstown, in all its let- 
ters (See No. 4). Did you ever get 
a letter from Dick Dodds that didn’t 
have that unique little indention of 
the first part of the letter, setting off 
the salutation? Our hats are off to 
you, Truscon, for consistent use of 
this little display feature which sets 
your letters apart from all the rest! 

Another adaptation of the Cuya- 
hoga Spring letter arrangement is used 
by Lotus Manufacturing Company, 
San Antonio, Texas (See No. 5). Only 
in addition to indenting the whole let- 
ter to the right, it also indents some 
central paragraphs, so that certain key 
words, sales points, stands out in un- 
usual display. 

Forbes uses this same style of letter 


to get across the various features of 


Sales Letter Clinic 


Your active participation 
in this monthly clinic on 
the subject of Industrial 
Sales Letters is invited. 


| Have you samples of let- 
ters you are proud of? 


Have you letters you are 
not sure of? 


Have you put letters to 
some new and novel 
use? 


Have you a letter you 
would like criticized (con- 
structively)? 


Have you some features 
of sales letters you'd like 
to see discussed? 


IF SO—trot them out, 
| won't you? Mail them 
'in. You may be assured 
of fair and courteous 
| treatment of your brain | 
children. 


Than. 
ion, up the paragraphs are the only two 
rm liberties we have taken with the orig- 
Ca inal make-up of the letter. But, what yge@ of headlines and pictures, sales letters may be 
a difference a little display value 
ete makes! The letter now seems shorter 
even though it runs on two pages. 
No longer is that special offer to go Hardware Age has been a consistent 
unseen! user of color in indented paragraphs 
Now, perhaps you may say, you over a considerable period of years. A 
have no “special offers” to feature in testimonial paragraph from an adver- 
your letters. O. K., let’s see what tiser is usually the subject of the 
we can do with that simple idea of an marked section of the letter. 
indented paragraph! One danger I would warn against 
Is there a little story in anec- in any indention of special para- 
dote form you are trying to get graphs—and that is, the amount of 
into a paragraph of your letter? indention be slight and_ reasonable, 
An indented opening paragraph in conformity with the general body 
= will display it most advantage- of the letter. One letter I received 
ously. recently had two paragraphs in the 
Is there a beaut of a testimonial middle indented so much that the in- 
you'd like to slip in somewhere? dented paragraphs had a width of 
What better place than in an in- about half the width of the unin- 
dented paragraph part way dented matter. The result was a long 
down? skinny affair that was neither pretty, 
Are there some salient points nor easy reading. 
about your product that you There’s another form of  inden- 
want to get over? Marshal them tion which The Cuyahoga Spring 
in 1-2-3 order, and a couple of Company, Cleveland, uses very nicely 
indented paragraphs will go to (See No. 1). It sets the salutation 
work for you! out to the left-hand margin, and then 
Is there a special thought of a indents all paragraphs about one and 
merchandising nature you'd like a quarter inches. The result is pleas- 
to give your customer or pros- ing, and the typographical balance is 
pect for use in his own sales ac- perfect. 
tivities? His attention will un- Another form of indention, which 
failingly be called to it, if you G. A. Brace, sales manager, Ferranti 
briefly sum it up in an indented Electric Limited, Toronto, uses effec- 
paragraph! tively—is the unusually long inden- 
Is there some special action tion of the first line of each para- 
you'd like the recipient of your graph (See No. 2). In one letter he 
sales letter to take? An invita- starts his first lines almost over to the 
tion in an indented paragraph center of the page. And, each para- 
will catch his eye and help in- graph two or three lines only in length! 
sure the result you desire! Alex Highton, industrial typogra- 
I won’t go into the matter here pher, Newark, uses a most effective 
as to whether color in the indented method of indention to get display 
paragraph adds or detracts from its value into his letter (See No. 3). 
: value. Much of controversial nature | Somewhat on the style of Cuyahoga 
has been said on this subject. There Spring, except that the address comes 
are probably as many proponents as out in the left margin entirely, the 
there are opponents of the use of color whole body of the letter thrown to the 
in such cases. And both have their right of the sheet. The date is placed 
success stories. I include myself on in the lower part of the wide left 
both sides from experiences I have had margin. 
in this connection. This story on the use of indention 
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These diagrams show how you can put attention value into letters by the 
simple process of indentions and unusual arrangement of the body matter 


the publication’s editorial make-up. 
The attention called to the subjects 
thus set apart is considerable. 
Departing again from the industrial 
held for a moment, I pause to mention 
Harry Costello, of Tide, and his use 
of a combination of the “letter-shift 
ed-to-the-right” idea, combined with 
fwo indented paragraphs (See No. 
6). \ rather effective combination, 
especially when the indented para 
graphs ire nicely spaced with 1 regu- 
lar width paragraph separating them. 
Che Ronald Press Company makes 
effective use of two consecutive in 
dented paragraphs to get across two 


a book. 


alw ays wel- 


related features of 

Tax-saving ideas are 
come. Therefore, a letter from The 
Alexander Publishing Company, Inc., 


New York, 


paragraphs, features the gist of the 


in two pointed indented 


outstanding good points of its service. 


Here, and in some other letters, the 
indented paragraphs are a part of the 
sentence which immediately preceded 
them. In other words, a thought is 
projected, which is amplified by the 
two following featured paragraphs. 

\ rather unusual form of letter, 
accomplished with the use of inden 
tion, 18 that used by Albert Arenson 


Inc.. New York. The first 


sentence of each paragraph starts at 


Press, 
the left margin. Every following line 
in each paragraph is indented seven 
spaces. The result whether intended 
or not, is to focus attention on the 
first sentence in each paragraph. 


In a previous session of this clinic 


22 


on sales letters, there was an exhibit 
of how we, at Magnus Chemical, make 
use of three consecutive and num- 
bered indented paragraphs pointing up 
Sweet's 


idea, 


sales features of a product. 
Catalog 


to itemize in 


Service uses the same 
1-2-3 fashion some of 
the salient points of its service. 

In this session of this little clinic of 
ours, we have not attempted to show 
the letters quoted, but instead have 
indicated the form of these letters in 
the sketches. In later sessions, as we 
get deeper and deeper into this subject 
of sales letters, beyond the points of 
letter construction, into such fields as 
uses, aims, and accomplishments of 
actual industrial sales letters, then we 
shall show the letters themselves. 

Incidentally, although this series of 
writings on the subject of letters start 
ed as articles, it will from now on 


And, 


clinic, to have the greatest 


take on the nature of a clinic. 
like any 
measure of success, it needs the great- 
est amount of participation. 

We could go on forever, citing ex- 
umples from the files. But, industrial 
marketing men want to see just how 
their own everyday productions stack 
up with the requirements of the hard 
working sales letter. Therefore, from 
now on, we will give more and more 
attention to the material which is sent 
in tous. This clinic is for your bene- 
fit—and just like a discussion group 
in an NIAA meeting, you'll get out 
of it, in direct proportion to what 
you put in. So, put in plenty, that 


your benefits may overflow! 





May 10-15. National Cotton Show, Mem- 
phis, Tenn. 

May 11-12 
sociation, Hot Springs, Va 
ters: 717 Southern Bldg., 
Dp. & 

May 13-14. Air Conditioning Mfrs. As 
sociation, Hot Springs, Va. Headquar- 
ters: Southern Bldg., Washington, D. C 

May 14-19. American Foundrymens As- 
sociation, Cleveland. D. M. Avey, Sec., 
222 W. Adams St., Chicago. 

May 14-21. Tenth International Petro- 
leum Exposition, Tulsa, Okla. 

May 15-20. National Electrical Mfrs 
Association, Hot Springs, Va. Head 
quarters: 155 E. 44th St., New York 

May 19-21. Machinery & Power Show, 
Joint Oil Mill Superintendents’ Associa- 
tion, Municipal Auditorium, Memphis, 
Tenn. 

May 22-25 National Paper Box Mfrs 
Association, Cleveland, O. Headquar 
ters: Liberty Trust Bldg., Philadelphia 

May 23-25. American Petroleum Insti- 
tute, Wichita, Kans. Headquarters: 50 
W. 50th St., New York 

May 23-26. National Association of Pur- 
chasing Agents, Hotel Jefferson, St 
Louis, Mo. G. A. Renard, Sec., 11 
Park Place, New York. 

June 6-10. Flour Mill Machinery & Mill 
Supplies Exhibit Assn. of Operative 


Refrigerating Machinery As 
Headquar- 
Washington, 


Millers, Nicollett Hotel, Minneapolis, 
Minn 
June 7-10. National Confectioners Asso- 


ciation of the United States, Waldorf- 
Astoria Hotel, New York. Max F. Bur- 
ger, Sec., 224 S. Michigan Ave., Chi- 
cago 

June 20-23 National Association of 
Building Owners & Managers, Schroe- 
der Hotel, Milwaukee. Robert B. Beach, 
Sec., 134 S. LaSalle St., Chicago. 

Tune 20-23. National Conference on Vis 
ual Education, Francis W. Parker 
School, Chicago 

June 20-23 American Seed Trade Asso 
ciation, Detroit C. E. Kendel, Sex 
P © Box 6545, Cleveland 

Aug. 29-Sept. 3. Power Show and Me 
chanical Exposition, National Associa 
tion of Power Engineers, Civic Audi 
torium, Grand Rapids, Mich 

Sept. 17-22. American Transit Associa 
tion, Auditorium, Atlantic City, N. J 
G. C. Hecker. Gen. Sec., 292 Madison 
Ave., New York 

Sept. 21-23. National Industrial Adver 
tisers Association, Statler Hotel, Cleve 
land, O. M. R. Webster, 100 E. Ohio 
St., Chicago 

Sept. 27-30. Iron & Steel Exposition, 
Public Auditorium, Cleveland, Ohio. 

Sept. 28-30 Direct Mail Advertising 
Association, Hotel Stevens, Chicago 

Oct. 3-5. American Public Works Asso 
ciation, New York. Frank W. Herring, 
Sec.. 850 E. 58th St., Chicago 

Oct. 3-7. Twentieth Annual National 
Restaurant Association Ex position, 
American Furniture Mart Bldg., Chi 
cago 

Oct. 8-15. National Dairy Show, Colum- 
bus, O. Lloyd Burlingham, Secretary, 
Deshler-Wallick Hotel, Columbus, O 
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Can I Yse Radio Profitably? 


A number of industrial advertisers have found radio 


effective for both specific and general coverage 


@ WHERE does radio broadcasting 
fit into the industrial advertising pro- 
gram? That’s a question which has 
confronted more than a few industrial 
idvertising men as they have listened 
to programs promoting industrial 
products come over the air. 

Whether radio is adaptable to the 
industrial promotional effort is a moot 
question with many, and perhaps the 
best approach to the matter may be 
found in the experiences related by 
some who have used it. Well known 
in this field, of course, are the pro- 
grams which have become identified 
with American Rolling Mill Company, 
Carborundum Company, Remington- 
Rand, Allegheny Steel Company, du 
Pont, Johns-Manville, Underwood E]- 
liott Fisher Company, Duff-Norton 
Mfg. Company, and Wheeling Steel 
Corporation. These programs have 
varied in use of broadcasting facili- 
ties from one minute spot announce- 
ments to half-hour programs on Co- 
lumbia, Mutual and National net- 
works. Let’s check a few of them. 

The Carborundum Company, for 
example, has used radio for twelve 
years and just recently closed a twen- 
ty-week series of half-hour programs 
of band music over eighteen Colum- 
bia stations. The entire programs in- 
cluding Indian legends have been pro- 
duced by Francis D. Bowman, adver- 
tising manager. (See 1M, April, p.19.) 

Although Carborundum does a large 
business through retail hardware chan- 
nels, the radio program has been aimed 
chiefly at and designed to promote the 
sale of Carborundum industrial abra- 
sive products which are sold to twen- 
ty-two classifications of industry. The 
program is used for the broad cover- 
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THE MUGICAL 





STEELMAKERS 


Spread from Wheeling Steel Corporation's booklet, “Listen to the Mill 
Whistle," which presents the pictorial story of its radio program, "It's Wheeling 
Steel," that was reprinted from a recent issue of the picture magazine "Life" 


age medium which a marketing effort 
the size of Carborundum’s requires 
in addition to its specialized business 
paper advertising. That the broadcast 
is doing the job intended has been in- 
dicated without question by the flood 
of mail the company has received di- 
rectly traceable to the program. Field 
checks by the sales force also have 
proven that the effort is reaching its 
objective down to the man in the 
shop, according to Mr. Bowman. 
Available data on this case as to the 
effectiveness of radio for industrial 
products are most impressive. 

A little over two years ago it was 
decided that radio should be used as a 
supplement to the Allegheny Steel 
Company’s business paper advertising 
for Allegheny Metal. 





The company had a multiple prob- 
lem: First, it wanted to gain a dual 
acceptance for Allegheny Metal; an 
acceptance on the part of the consum 
er and an acceptance on the part of 
the fabricator. By calling attention 
to the thousand and one things that 
were already made of Allegheny Met 
al and by centering attention on the 
new and unusual things, it could also 
indirectly center attention on the fab- 
ricator of these various products. 

With these points in mind the radio 
campaign was launched and from the 
very first the results were very grati- 
fying, according to Walker & Down- 
ing, the agency. 

At first one-minute live announce- 
ments and one-minute electrical tran- 
scriptions were used on a number of 
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representative key stations. This paved 
the way to the thirty station NBC 
network show “The Allegheny Metal 
Show,” starring Mario Cozzi, Joset 
Stopak and his orchestra, and _ the 
voice of Allegheny Metal, Ford Bond. 

During the time on the air the 
company has used a great many dollar 
offers. It started out with teaspoons 
and went to salad forks and iced-tea 
spoons, then to steak sets and sauce 
pans, and now a relish dish. 

The dual objective for the sponsor 
is being realized. Allegheny Metal is 
enjoying an increasing acceptance 
among fabricators and consumers 
like. More manufacturers are using 
Allegheny Metal in their products; 
more consumers are buying products 
made of, or trimmed with, Allegheny 
Metal, the agency reports. 

The Walker-Downing agency has 
ilso handled the Duff-Norton Mfg. 
Company radio program which has 
been productive of very definite re- 
sults. When it was decided to use 
radio to supplement publication ad 
vertising for Duff-Norton, a series of 
hive-minute electrical transcriptions 
were prepared, featuring James Wal- 
lington, celebrated announcer; Dick 
Leibert, Radio City Hall organist and 
the voice of Rachel Carlay, Parisian 
network favorite. 

[hese transcriptions were spotted 
in the various centers of Duft-Norton 
distribution from coast to coast. They 
were built to gain publicity for the 
company on behalf of its varied serv- 
ices in addition to its being the world’s 
largest manufacturer of lifting jacks, 
und the management feels that they 
definitely accomplished their objec- 
tive. 

On the strength of the results from 
the first transcribed campaign, a sec- 
ond series of electrical transcriptions 
were prepared, using this time as an- 
nouncer—the jovial voice of Don 
Wilson. 

This time the script dealt more 
with the various jacks made by the 
company; what they could do and 
the engineering facilities that Duff- 
Norton had to offer in producing spe- 
cial purpose jacks. For instance, there 
was one transcription which used as 
its commercial the example of the 
special adaptation of Duff-Norton 
jacks being used on the San Francisco- 
Oakland Bridge for the purpose of 
compressing the cables into their 
required $iZe. 


On the conclusion of this series 
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Now it's “oven fresh'’ welding elec- 
trodes with this new hermetically 
sealed metal container for Smootharc 
electrodes by Harnischfeger Cor- 
poration, Milwaukee. Brilliantly col- 
ored in Chinese orange and black, 
the new package keeps the elec- 
trodes from being affected by loss or 
absorption of moisture, heretofore a 
universal problem. The Buchen Com- 
pany, Chicago, agency, codperated 
in designing the new package 


the company inaugurated a series of 
programs on KDKA and W8XK, the 
program originating in the music 
room of the president of the Duff- 
Norton Mfg. Company, Thomas A. 
McGinley, featuring the organ melo. 
dies of Lois Miller, popular network 
organist. 

Here again the commercial concen. 
trated on the promotion of Lifting 
Jacks . . . the variety of jacks pro- 
duced by Duff-Norton and the 
many special facilities that they offer. 

As an outgrowth of this program, 
the world’s largest manufacturer of 
lifting jacks went on a limited NBC 
network with the same type of pro- 
gram that it carried on KDKA. This 
time, however, an offer was injected 
so as to give a check as to what per- 
centage of the listening audience were 
actual or potential users or purchasers 
of Duff-Norton products. 

The offer was a chromium plated 
bottle opener, fashioned after the 
manner of a lifting jack. This lift- 
ing jack bottle opener was offered, 
free of charge, to all railroad mechani- 
cal and maintenance-of-way execu- 
tives and officials, coal and metal mine 
operators, oil field operators, execu- 
tives of transportation systems, fleet 
owners, repair garage owners, engi- 
neers, etc. The only thing that was 


necessary for any of these people to 


do was to write the Duft-Norton 
company and enclose their business 
card or business letterhead (in this 
way it definitely kept the offer for the 
people who were prospects). 

Looking over the list of returns 
reveals such classifications as ship- 
yards, machinery companies, construc- 
tion companies, garages, public utili- 
ties, railroads, transportation com- 
panies, engineers and engineering com- 
panies, steel plants, mill and mine sup- 
ply dealers and jobbers, oil and gas 
companies, coal companies, architects, 
etc., all of which goes to show that 
radio can be pointed to a definite 
group or classification of people, and 
when used properly, may be a definite 
help to a heavy industry. 

The industrial advertising field, of 
course, needs no introduction to the 
Armco band program of The Ameri- 
can Rolling Mill Company, and The 
Iron Master, so successfully done by 
Bennett Chapple, its vice-president. 
The program dates back nine years 
and last season used a NBC network 
of twenty-three stations. In this pro- 
gram, The Iron Master has become a 
definite character to the listening pub- 
lic, far more than a mere radio an- 
nouncer describing the merits of a 
product. He is a member of the com- 
pany discussing the iron and steel in- 
dustry as it affects the everyday life 
of the people listening to the broad- 
cast, and, no doubt, has done as much 
if not more than any one other thing 
to promote the welfare of the steel 
industry as a whole. 

The Armco broadcast, however, ac- 
cording to H. V. Mercer, advertising 
manager, is used for the broad cover- 
age medium. Through it the com- 
pany has been consistently working 
at the job of building consumer ac- 
ceptance for the Armco trade mark 
so that when its manufacturing cus- 
tomers identify their use of Armco 
iron and steel grades in their finished 
products they will have just one more 
sales feature. This, of course, is the 
job of selling the secondary market 
and one which should receive more at- 
tention than it does on the part of 
many industrial marketers. 

The last Armco series proved to be 
the most popular so far, according to 
listener surveys nad requests for the 
company’s new booklet, “Should Hus- 
bands Keep House?” (See 1M, April, 
p. 49.) 

With its radio experience dating 

(Continued on Page 41) 
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By J. F. APSEY, Jr. 


Advertising Manager 


BLACK & DECKER MFG. COMPANY 


Functions of Advertising Media 


A check chart of the purposes for which salesmen 
and various advertising media are especially suited 








J. F. Apsey, Jr., Black & Decker a. m., 
marks his score card of the functions 
of various types of advertising media 


@ THI 


vertisers Vary from those of the man- 


problems of industrial ad- 


ufacturer with one product for one 
class of user—to the one who makes 
thousands of items, going into every 
classification of industry. 


Naturally the first advertiser has a 
ery simple problem and if he is sure 
that he does know the full extent of 
his market, he should have no diff- 


culty in picking the medium best 


suited to his needs. But very few 
of us can take life so easily; we have 
primary markets and secondary mar- 
kets; thin markets and dense markets; 
over-lapping markets for some prod- 
uct and highly specialized markets for 
thers. 


And 


from time to time whether the media 


most of us have wondered 
we are using are most effective, or 
whether we are putting the proper 
emphasis on the advertising vehicle 
that will bring in the most results. 
Obviously, there is no evaluation 
of advertising media that will say, 
“This is the universal panacea for all 


and 


pains,” and as I see it, the best ap- 


industrial advertising aches 


proach to my subject is to point out 
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the advantages and disadvantages, the 
strength and weakness, of each of the 
more commonly used vehicles, and let 
each advertiser mix his own prescrip- 
tion from the ingredients which have 
the greatest strength and advantages 
for his specific job. 

First, let’s agree on the premise 
that industrial advertising’s main pur- 
pose is to sell more of our goods more 
frequently to more people. In other 
words, advertising is an adjunct to 
selling. Let’s not lose sight of that 
important point as we select our 
media and plan our campaigns. 

It has often been said that adver- 
tising is one of our best salesmen; but 
I wonder how many of us recognize 
the possibilities of making our sales- 
men our best advertisers. Do we equip 
them with the kind of selling mate- 
rial that helps them to do a more in- 
telligent, convincing job? Do they 
have the latest engineering and per- 
formance data? 

Are they intimately acquainted 
with their product before they try to 
sell it? 
pacities and its limitations before their 
them 


over-selling”’? 


Have they found out its ca- 
enthusiasm can lead into the 
embarrassing snare of 
Do they know what skill, care and 
quality go into the manufacture of 
your product? 

How well do they know the “boss- 
es,” the engineers, the production, 
shipping, order, credit and other cogs 
in the home organization that so in- 
timately affect their success in the 
field? In short, WHEN WERE 
THEY LAST AT THE FACTORY? 


So, your salesman is your first ad- 
Let’s see what 
sort of a job he can do. (Referring to 
chart.) On each call, he adapts his 


vertising medium. 


story to the specific needs of his cus- 
tomer. He can go into complete de- 
tails on the ability of your product 
to meet the customer’s needs. He 
doesn’t usually have to be dramatic. 
But with proper equipment, his pres- 
entation can be highly educational. 
With the proper background the 
salesman can “‘sell the house.” And 
he usually clinches his story by dem- 
onstrating the product. Of course 
he quotes prices at the proper time. 
His coverage of your market is 
necessarily limited and selective. Time 


and limited man-power will not per- 
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(Known Market) 
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Invites Inquiries 

Keeps Name 
Before Market 
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Markets 

Closes Sales x x 


Slide Film 
Business 
Papers 
General 


Media 





Distribution of Budget 
N.1.A.A. Survey 


16.2% 11.8% 3.8% 0.7% 35.3% 3.6% 




























































Elizabeth M. Joyce takes an extra piece of butter 
while Evelyn A. Stall waits patiently for the next 
course to be served at the Philadelphia seminar ban- 
quet. Both young women are capable assistants of 
Ted Marvin, Hercules Powder advertising manager 





R. C. "Bob" Byler, SKF Industries, Inc., points out 
some good business paper advertising to Wilbur 
Benedict, Curtis Publishing Co., while J. F. Sullivan, 
Brown Instrument Co., and Douglas C. Miner, E. F. 
Houghton & Co., listen to Bob emphasize his point 


mit complete coverage and his calls 
are none too frequent. Unfortunately 
he is not always on the job when de- 


And 


covering the 


mand for your product arises. 
he is usually so busy 
known market that he has little time 
to dig up unknown prospects. 

Of course he “asks ‘em to buy”; 
sometimes he is sufficiently strong in 
the affections of his customers to keep 
them reminded of him and his house 
—and he closes sales—or isn’t a sales- 
man for long. 

Probably the first adjunct to sell- 
ing thought of in any growing in- 
dustrial business is a catalog; yet how 
of ten do we consider this as an ad ver- 
medium? I claim that 


fising every 


company’s catalog should be _ pro- 
duced by the advertising department, 
but I’ve seen too many that couldn’t 
possibly have been anywhere near the 
department before they were released. 
(Checks Catalog on chart.) 

Direct mail has always played an 
industrial adver- 


important part in 
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tising—and under certain conditions 
—and for specific purposes it has a 
definite and immovable place on the 
effective, it 


program. But to be 


should be a planned campaign—not 
just a jagged, spasmodic, untimed se- 
ries of mailings of any over-stock of 
literature found in the stock-room. 
Mail on chart.) 


that 


(€ hec ks Direct 


[here is one subject will al- 


ways start a long, fervent argument 
mong any group of industrial adver- 
tisers—SHOWS. 


probably more attention paid to shows 


Right now there is 


by associations such as this than ever 


Their 


their number and frequency, all are 


before. value, their conduct, 


under very close scrutiny and severe 


criticism, but I believe that, in gen- 


eral, shows have a_ very important 
place in an advertising program. For 
this chart I have considered the na- 


tional type of show, such as Foundry 
Show, Tool 
(Checks Shows on chart.) 


Show, Power Machine 


Show, etc. 


Many 


used, and are using, movies and slide 


industrial advertisers have 
film very successfully. My experience 
with either has been limited, though 
ago 


seen 


we did use a movie some years 


with excellent results. I have 
others (Keystone Lubricants, Yale & 


Towne, Edison Batteries) that did 
outstanding jobs on specific problems, 
and I feel that one of their most val- 
uable uses is the dramatic and ac- 
curate presentation of technical in- 
formation, or the ability to bring to 
your prospect a “demonstration” in 
pictures of a product that can’t be 


desk. They 


education 


laid on the customer’s 


can also be used for the 
of jobber salesmen, and in this respect 
carry a punch that is sometimes lack- 
ing in the presentation made by your 
own man.(Checks Movies on chart.) 


Need I 


remarks 


make any glowing intro- 


ductory about business pa- 
Al Wheeler and Harry Grinton 


before him, have been influential mem- 


pe rs ? 


bers of this group too long to have 


missed the opportunity to paint a 
glowing business paper story for you. 
And I am sure that the worthy rep- 
business 


resentatives of the worthy 


press have completely overwhelmed 
you, individually and en masse, with 
their incontrovertible surveys, testi- 
monials and other ammunition, prov- 
ing that their 


business papers in particular, are the 


business papers and 


only means of reaching your real and 
predestined market. 
with 


Strangely enough, I agree 
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them to a certain extent, and our own 


use of the business press over a pe- 


riod of nearly twenty years has p1 


gressively played a more important 
part in our advertising plans. | 
haven't discussed cost in evaluati ” 
any of these other media—first be- 


cause the degree of use always influ- 


ences cost, and second, because | 


didn’t have sufficiently accurate fig- 
ures at my disposal when preparing 
But 


own experience in 


this chart. I do know from my 


industrial adver- 
tising that a carefully chosen group 
of business papers can usually carry 
more productive messages per dollar 
spent than any other medium. But 
here again the use of this vehicle must 
be determined by the job to be done, 
and I believe that even the most en 
will admit 


thusiastic space peddler 


that there are certain jobs the busi 


ness papers can’t do. Let’s see how 
business papers check on the chart. 
hart. 


(Checks Business Papers on c 
Time is getting short and I’m go- 
ing to take just one more group and 
lump them all under the heading of 
Media. I usually think of 


this classification principally as 


General 
gen- 
eral nfagazines, but it can also in- 
clude ‘ newspapers, radio and _ other 
media that reach the general public. 
Many look 


askance at this group and immediately 


industrial advertisers 
think—high cost—waste circulation. 
Others see in it the gratification of 
that ambition to be among the big 
shots, but quite a few of us in this 
room are using general media effec- 
tively for very specific and hard-head- 
ed business reasons. Let’s see what 
kind of a job they can do. 

(Checks General Media on chart.) 

Now that you have a rough idea 
of industrial advertising media, as 
seen by one advertiser only, let’s see 
what relative values have been placed 
on each of these by yourselves. In 
the last group of blocks, I am going 
to insert figures taken from the 1937 
N.LA.A. Survey of Industrial Adver- 
tising Budgets. No doubt 
all filled out the N.LA.A. question- 


which 


you hav e 


naire from these figures are 
compiled, and are familiar with the 


Such 


items as art work, preparation costs, 


break-down of all the figures. 


traveling, and overhead are not in- 
cluded here, but these are the per- 
centages of the total appropriations 
of N.I.A.A. members, spent last year 
the media 
(Fills in percentages. ) 


on each of we have dis- 


cussed. 































to Your OWN 


Railway Audience 





HETHER your products are used in one or 

several branches of railway service, you can 
concentrate your sales efforts on the specific groups 
of railway men who are important to you, through 
one or more of the five Simmons-Boardman de- 
partmental railway publications. 







Each of these publications is devoted exclusively 
to the interests of one of the several branches of 
railway service . . . and each one has a special- 
ized circulation of railway men who authorize, 
specify, and influence purchases. Thus they enable 
you to select and reach your own railway audience 
without waste . . . to sell to the industry as a 
whole or just a part, according to your individual 


needs. 





A continuous advertising campaign in the Simmons- 
Boardman railway publications will keep your 
sales story prominently before the railway men 
who are interested in the type of products you 
make, thereby paving the way for increased rail- 
way sales. 


immons-Boardman Publications 
30 Church St.. New York. N. Y. 








105 W. Adams St., Chicago 


San Francisco Seattle Terminal Tower, Cleveland 


Washington, 
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INDUSTRIAL 
and the sale of \t 


One of the largest makers of heavy J equpm™ 
chemicals ships over go%~ of its prod- J And ™ 
ucts wunidentifed—under customers’ | cannot 


code numbers alone .. . appel 


Piping and valves in most plants are color-coded, and oper- 
ating instructions refer to these colors, and to numbers, and 


to empirical dial readings . . . 


Designers work on only parts ot the equipment or structures 


to be built—the final assembly into a coherent design is left 














to the top executives 


Sp) Scares are constantly in the § tme. 





minds of the process industries. This J where 
is what your salesmen face when 
they try to sell your products to the | CAT. 


process industries. 


For an industry group that annually buys $6,000,000,000 of — book 


CHEMICAL ENGI 


3 30 WEST 42ND STREET 


Reinhold Puig Cor 


Chemical Engineering Catalog Industrial and Engineering Chems# foints 
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ESPIONAGE 


Your products 


uipment and supplies, this secrecy may seem pretty childish. 
\nd may annoy your sales force no end... for usually they 
annot find out what is needed, or why, or even what has 


ippened to the goods they sold the last time. 


But this secrecy is necessary, under 

present conditions, to the healthy 

growth of these industries. It is a 

fact that you must take into consid 

ration in the formulation of your marketing plans. In order 

}get the order ... in order to start as well as close the sale 

. you've got to be on hand all the time to catch the right 

time. And you've got to get to the right men, in the plants 

here the buying is being done. This is INSIDE SELLING 

. and it is done in the CHEMICAL ENGINEERING 
AATALOG. 


For your further information we have prepared a 44-page 


book ‘The Better Way.” Your copy is free. \Vrite for it. 





| 








‘N 


KRING CATALOG 


NE W YORK, N . a 


Corporation 


Points Metals and Alloy Ss ACS Monographs Technical Books 
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Philadelphia Leads the 


Way to Regional Seminars 


@ TO Eastern Industrial Advertisers, Philadel- 
phia chapter, National Industrial Advertisers 
Association, goes credit for the most outstanding 
meeting of the industrial advertising year, its 
regional seminar on advertising and marketing, 
April 8. 

Che complete success of this first sectional 
meeting to be held by a N.I.A.A. chapter is most 
significant and should be the forerunner of other 
carefully timed and planned regional conferences 
of industrial marketing executives between the 
annual national conventions. 

Such meetings would meet a definite need for 
more frequent exchange of ideas and experiences 
on a wider scale, and bridge the gap of national 
activity from convention to convention. In ad- 
dition, regional seminars would give chapter 
members a more vivid and material picture and 
appreciation of the value of affiliation with the 
national organization. Also they would have 
the usual stimulating effect which follows the 
annual conference. 

Another important function of mid-season 
regional meetings would be to relieve the pres- 
sure on the program committee for the annual 
conference to include too many subjects and 
thereby treat none exhaustively. 

Philadelphia has honored itself and contrib- 
uted bountifully by stepping out in masterly 
style and demonstrating conclusively the need 
and practicability of regional seminars on indus- 
trial advertising and marketing. N.I.A.A. should 
make these meetings as much a part of its na- 
tional activity as the annual conference. 


Study the Advertising 
Of Your Competitors 


@ MANY industrial advertisers after seeing the 
©. K. As Inserted sound slide film have admitted 
the weakness of using animals, sports and com- 
mon analogies as attention getters. The film has 
shown them how silly these things look when 
considered as a general practice and how they 
tend to make the advertising unimpressive be- 
cause of the monotony such treatment gives 
their copy. 

By pure coincidence, sameness sometimes will 
occur in copy running concurrently, even to 
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layout, illustration and headline. Instances have 
been cited in these pages and usually cases where 
advertisers have resorted to common analogies 
or used stock illustrations. These are the ones 
which generally could be avoided. 

The matter merely emphasizes the importance 
of industrial advertising men making a syste- 
matic study of all advertising promoting goods 
similar in character to their own, and, as far as 
possible, a general study of all advertising appear- 
ing in the publications they are using. Through 
this practice, not only will similarity of copy be 
avoided, but quite frequently sales features over- 
looked by other advertisers will become conspic- 
uous and supply the key thought for an effective 
campaign. 

Along with studies of this character, some ad- 
vertisers post all advertisements of leading com- 
petition on a board with their own and under 
continual observation the weak points assume 
increasing size and lead to improvements. 


Effect of Prices in 
Industrial Selling 


@ DISCUSSION in meetings of industrial ad- 
vertising men usually is confined to advertising 
per se and fails to take into consideration many 
other factors which should be treated along with 
advertising as inseparable in the marketing pro- 
gram. One of these matters is that of price and 
its effect on sales. 

Too little is known regarding the influence of 
price in the sale of industrial goods. Consumer 
goods manufacturers, as a rule, can tell you what 
will happen to the sales curve if item A is priced 
at $3.98 instead of $4.89, and they often capi- 
talize on this knowledge to keep the sales pot 
boiling and the factory wheels turning. 

Can it be that industry is not the shrewd buyer 
that Mr. Consumer is and will not respond to 
attractive prices? Or is it that industrial mar- 
keters are not well enough informed on the effec- 
tiveness of price in merchandising? This is one 
of the points which will come in for far reaching 
investigation when manufacturers of industrial 
goods realize that more attention should be given 
to methods of merchandising as well as to eco- 
nomical methods of manufacturing. 

The study of this subject could be undertaken 
by manufacturers of supply items with the co- 
operation of industrial supply distributors 
throughout the country. 
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INDUSTRIAL MARKETING ANNOUNCES 


THE ESTABLISHMENT OF 


Aunual Awards te Business Paners for 
Pullishing Achievement 


TITLI 


W 11H the desire to stimulate greater thought on 

lishers toward improving their publications both editorially and physically, 
to make them more appealing and useful to their readers, and thus more effective 
as advertising mediums, INDUSTRIAL MARKETING will conduct an annual con- 
test with this objective and establish three Awards for Publishing Achievement. 
The awards, in appropriate material form, will be given to publishers of the 
business papers entering the contest and adjudged best under three entry classi- 


TICCYTION CG: 
Mications: 


] For the best series of articles, editorials, or general 
* editorial campaign around a definite objective. 


2 For the best single article or editorial pertinent to 
* the advancement and welfare of the field served by 


the paper. 


3 For the greatest improvement in typography and 
* format and general appearance. 


Henorable mentions will be given under each classification and signified in 
the form of framed certificates. A jury of awards will decide the winners and 
presentations will be made at the annual conference of the National Indus- 
trial Advertisers Association, to be held this year at Cleveland, Sept. 21-23. 


Ll. Jesas A niri > wmiie? bk siihAmitaon ou » ‘Boo n La ; 
Holl, adver- All entries must be submitted on or before August | 





102m 4 INDTICTRIAT MEARPETIAIO ns ae 
; é " a one F iiePos 1938, to INDUSTRIAL MARKETING, 100 East Ohio Street 
niece ¥ 1 } la f YY) J * ] =] 
" a iia, alien Oi ee icago, and be accompanied by letters 
il€ ang Willi WOM pa - - ‘- ee . 
: mission setting forth the objectives of the material being 
town O., past president of the N.I.A.A.; Walther } } f } } j 
entered, and so far as possible, the accomplishments 
R an ~ The Pearhe OY nen cern ep saency: : 
f n, pres ne Suchen Lompany, agency r reactions received. Material entered must have 
‘ — 
= ; A . . ee : s : 
© presiaent, Mussell 1. Ura nc been published within the twelve months preceding 
y: a am Kittridge, director c sig the closing date of the contest. Additional infermation 
ms ear : 
rpogray R nnelley & Co., printers on any points in question will be furnished upon request 


INDUSTRIAL MARKETING, 100 EAST OHIO ST., CHICAGO 
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the part of business paper pub- 














«Blecinc Grporatioa 


pmo Awmmee fame Lene RA 


First, put in a picture 
of the motor; then... 


@ THERE are few generalizations to 
be made about the advertising of elec- 


Certain big companies 


tric motors. 
predominate, others hang around the 
fringe anxious for their names to be 
seen, hopeful of stray orders. 

For the most part, the better motor 
familiar 


idvertising is done by the 


names, whereas the ones W ho ha ve 


the toughest job—that of building 
up a reason for doing business with 
them, rather than the big fellows—are 
just the ones who do the least amount 


likely to “stick 


n the name” and let it go at that. 


of selling, are most 


Little of the motor advertising is 
imaginative, yet what it lacks some- 
times in drama, it makes up for in 
avoidance of silly advertising tricks. 


Hardly an animal, nary a _ bathing 


} 


beauty, did we find. 


Our examination of motor adver 
tising leads us to believe that General 
Electric 1S the heaviest adv ertiser, fol- 
lowed by Westinghouse, Reliance and 
Century. We have no official figures 
—this is merely an impression. We 
would have guessed Century to be a 
smaller advertiser, yet we ran across 
its logotype as frequently as any— 
except G-E. So—if impressions count, 
Century isn’t doing the job it should. 
(On the other hand, Century may be 
concentrating in certain industries, 
which would make it Okay.) 

One other impression we get: cer- 
tain of the less-known companies try 


to compete by making their fewer 
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peeves valuable ally te OC mame ams 







Why At OF GAS COMPRESSED WITH A NASH 
S OFLCERED FRFE FROm DUST MEAT OF O85 


Electric Motor and 


Control Copy .. . Mr. Squish Starts 


a Menagerie ... Winners, Boos and a Boost 


insertions do a bigger job—that is, 
shooting the wad on splendor—col- 
typography, 
Baldor Electric 
type and lettering that would look 
better on a bottle of 
Paris”; Crocker-Wheeler is wedded to 
Master 


photographs; 


ors, fancy extravagant 


language. goes in for 
“Evening in 
color and insert stock; leans 
heavily on masses of 
Wagner relies on its smash-y layouts. 
Usually, the effect is ineffective. 

Just how much difference there is 


in motors, we wouldn’t know—we’ve 





The O. K. As Inserted 
Sound Slide Film 


® THE sound slide film in 


which Tt . ‘| 

which The Copy Chasers 

lery 7 } C) + . 

jramatize the O. K. As In- 
| | 

sart f +4) am « — 

serted feature will be shown 


wing N. I. A. A. 


rr) Sfiry =* 
meetn IS: 


1t the fol] 


May 12—Milwaukee Ass 
Industrial Adver- 
isers, Pfister Hotel, 6 p. m. 


Ai h 


ni arti f 
IUOr I 


May 19—lIndustrial Market- 
ing Council of St. Louis 
Hotel Kings-Way, 6:30 
Y TY 


June 3—Youngstown District 


Industrial Marketers, Tod 


Hotel, 6:45 p. m 
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never owned one. And never hav- 
ing bought one, we aren’t quite sure 
what would be the best means of 
swinging us; all we know is some- 
thing about advertising and the in- 
mind. Off- 


hand, we’d say (supposing there isn’t 


nards of the industrial 


any mechanical reason for choice) 
that the firm’s position in industry 
and evidence of service would be im- 
portant factors. On the first point, 
there’s no doubt G-E and Westing- 
house would win hands down—their 
names are part of the school-child’s 
vocabulary. That leaves service for 
the others—and we’re open to any 
other suggestions they want to make. 
With that in mind, let’s call ’em in, 
alphabetically. 

“The ace of miniature motors” is 
reputedly (at least in a quarter-page) 
the Alliance model “R.” This is in- 
teresting—here’s a fellow who pur- 
posely limits his field, right in the 
headline. A good idea, for it sug- 
gests the specialist—perhaps Alliance 
can make a better miniature motor 
than G-E—or even perhaps G-E 
doesn’t make miniature motors. 

Once past an opening sentence de- 
voted to “those nouns,” the ad goes 
on to point out such features as oil- 
less bearings, thermostatic protection 
against accidental burning out, ample 
heat radiating area, its suitability for 
Overall 


sions are given, and it is mentioned 


concealed position. dimen- 
that mounting and gear assemblies 
can be arranged to fit the case. A 
model little ad, giving good infor- 


































type of 


mation about one certain 


motor. 


Tips for everybody in what 
the motor-makers do wrong 
Allis-Chalmers has the unhappy 
faculty of clouding up whatever sell- 
ing features its products may have, 
with a lot of  adjectives—those 
‘‘mean-absolutely-nothing” adjectives 
that make so much industrial adver- 
tising so useless to read. If it doesn’t 
slap “INVINCIBLE” in big type 
across the top of the ad, it will use 
‘Modern—Continuous— Dependable” 
in somewhat smaller type. And when 
you start off on that track, you're 
almost sure to end up where nobody 
“Also they are the 
sturdiest motors on the market—bar 
none” doesn’t read right—there’s a 


better way of proving you’re best. 


will believe you. 


Adjectives to the side, there is one 
impressive Allis-Chalmers ad, but it 
isn’t so because of the copy. This 
is one showing Allis-Chalmers 5000- 
hp. main roll drive motors for steel 
mill use. But when an attempt was 
made to tie in with textiles, the fol- 
lowing pretty conceit resulted: a pic- 
ture of the motor inside a cotton boll, 
with the headline, ““At the Heart of 
the Textile thing 
about it all is—that deep in the heart 


Industry.” Sad 
of copy are facts that seem impor- 
tant. But our guess is that these ads 
are the type people see—and don’t 
read. 

Louis Allis apparently has two jobs 
for its advertising to do; one it does 
very well. This is to put across the 
fact that there is a Louis Allis motor 
for every type of industrial require- 
ment. It’s a job that is properly ad- 
vertising’s function, and a series of 
colorful inserts fills the bill; text is 


The other job is 


to give reasons why (or at least in- 


specification copy. 


dications that) a Louis Allis motor 
will do a given job better than any- 
body else’s (or, since so many motor 
companies are so well established, as 
well as anybody else’s). Specification 
copy can seldom do this sort of task, 
and the other Louis Allis ads we saw 
didn’t do it either. 

“Making Good Machinery Better” 
is not a novel slant in motor adver- 
tising, nor is copy starting ‘For over 
37 years” original in amy advertising. 
Boy, you’ve got to do a swell job of 
dramatizing your engineering depart- 
ment’s “Wealth of experience” when 
engineers like G-E’s regularly make 
the mews columns with their accom- 
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plishments. But the very first fan- 


motor was 


cooled explosion-proof 


originated by Louis Allis! Any more 
good facts like that, L.A.? If so, 
there’s your advertising story. 
“Nearly 20 years in business’’ is 
the hook which Baldor Electric throws 
out, and twenty years is not so long 
when so many industrial advertisers 
can boast half a century or more. 
Baldor advertising is apparently an 
attempt to impress by putting on 
the high hat—reverse plate panels set 
off by filigree, highly retouched cut 
of motor, typography that was 


“classy”’ a typographic generation ago. 
> d 5 é é 











“Baldor—- better motor’—but your 
advertising is too effetely flossy. 
Whoever is responsible for the lay- 
outs of Century Electric ads is pretty 
successful in keeping them from be- 
ing read. We'd suggest the good rule 
of never, never using sans-serif for 
body copy; we'd also suggest an at- 
tempt for movement—the ads are 
static, horizontal. Copy is similarly 
uninspired: “Smooth Acceleration . 
from no load to peak load . . . im 
portant for blowers” is a_ headline 
that typifies both headlines and copy. 
One ad shows three arrows pointing 


to various parts of an illustrative mess 





HEATING & VENTILATING 


H & V is devoted exclusively to 
the design, installation and mod- 
ernization problems of the engi- 
neers and practical experts in the 
air conditioning, heating and ven- 
tilating field. It is a veritable hand- 
book for technical specialists, for 
professional and practical engj- 
neers who specify and influence 
the buying of equipment and ma- 
terials for this important industry. 


HEATING & VENTILATING 


148 Lafayette St. 


New York City 






























oe WHEELER ELECTRIC MFG. COMPANY 
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THE EXAQT SPEED os REQUIRE 
motor 


with the PO: rs ed 


ror? WHAT ARE ITS OUTSTANDING 
nat ogee «= FEATURES? 





WHAT (5 THE polywpted MO 


08 ew ete ening cow 


























—> HOW CAN YOU 


OW CAN IME MOTOR HELP YOU? GtT moat 
“ ~ » inf OR MATION ? 
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montage There’s 
“Here” 


“Maximum Produc 


you might call a 


the word “Precision,” three 


times, and then: 


tion Control.” Copy goes, “There’s 


no reason W hy you should continue 


to be half satistted—when you know 
for a fact that you simply can’t work 
to precision tolerances W hen A the 


tool is vibrating. It’s far more prof 


itable to use Century motors. Tes/ 
a Century Motor and See the Bis 
Difference. Put 1 Century motor 


to any test on any tool under operat 


ng conditions! That’s the _ only 
way— If you're getting bored, 
blame Century 

Crocker-Wheeler has a dandy trade 


mark We 


mania ed (or! 


wonder if it’s decalco 
something) on to the 


itself. \ red round a 


motor ring 

black bull’s-eve with a single whit 
keyway spot is both the trade mark 
ind the focal point of the face of 


in un-missable insert announcing the 


“Polyspeed Motor.” It is an alter 


nating current motor capable ot an 


Mere 


handle- the 


nfinite number of speeds 
ly turn the regulator 


speed is changed electrically. Not a 


slip-ring motor . it’s new 

it’s different in engineering 
ichievement of great significance to 
you. But what is it? See next page.” 


Good lead. The second 


blocks ot Copy 
“What is the 


“How can the motor help 


page is de 


voted to under 


tour 
the heads, 


Motor “ 


you?”, “What are its outstanding fea 


Poly speed 


tures? ‘How can you get more in 


formation?” (Which is a pretty good 
O.K. as 
inserted, Nicholas Gassaway, adver- 
Crocker - Wheeler 
Electric Manufacturing Company. 


What the Yuletide 
is like in Dayton 


line-up for anybody’s ad.) 


tising manager, 


Contrast the above with the load 


of hay Delco would have vou digest. 
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One of the chief exhibits in our 


Chamber of Advertising Horrors 1s 


Delco’s ad of last Christmas which 
goes, “For countless ages the C hrist- 
mas tree has symbolized the gayety 
and good will of the yuletide. For 
many years also the Delco nameplate 
on an appliance motor has signified 
long life, dependability and intrinsic 


qualit a 


the Chamber is: 


recent addition to 


“Both 


more 


must be 


good. 1. the Air Conditioner. 2. the 
Motor. A clever pass—a rifled shot 
and again two great forwards prove 
that it is a combination that scores 


on the ice. In the household ap- 
pliance field, etc.”—the old formula. 
And, “Industry Turns to Delco” is 
inother of those ridiculous headlines 
What’s the matter with Delco? It 


was a fascinating name when we read 
the life of Kettering 

Diehl Manufacturing is one of sev 
eral manufacturers addicted to pic- 
tures—twenty-one pictures under the 
head, “Modernize with Diehl Motors.” 
Under “4 
Diehl,” we 


Reasons why you should 


select ( the hard-to-please 


Harrys) found not a one. 


“100% GE EQUIPPED 


...and Very Well Satisfied 














“Like an overtime basketball game, 
Motor Parts give plus per- 


formance—a tense moment in a tight 


Dumore 


game between the cage teams of Min- 
Northwestern Universi- 


to know is— 


nesota and 
ties.” What we want 
how’d the game come out? 

We didn’t 
banks-Morse motor advertising to jus- 
One ad “the 
highest-priced bearings in the world 
Motors” 


uncover enough Fair- 


tify criticism. about 


are used in Fairbanks-Morse 
looked all right to us. 

It’s needless to pick over General 
Electric 
whole, good; in places, very good. We 
like “Case Studies of Co-operation in 
Building Better Machines”; particu- 
larly the one that starts “When the 


motor advertising. On the 


Cameron Motorpump was designed, 


G-E motors were selected be- 


(Great word for adver- 


cause—.”” 
tising, “because.’ 


The 


first time in our motor research in a 


dollar sign crops up for the 


about a G-E motor that has 


$16,000 in five 


story 
saved years for a 
named customer. Maintenance comes 
up, too: Only 16c per HP a year for 
Lakes 


Tes- 


timonial comes up, too (why haven’t 


motor maintenance at Great 


Portland Cement Corporation.” 


some of the others used these legiti- 


mate and _ impressive devices?) : 
“100°, G-E |! quipped—and very 
well satished—Boorum and _ Pease 


Company Installation views: G-I 


motors all over an asphalt plant. 


Cut-aways: seven arrows pointing to 


seven features inside the explosion- 
proof motor. Romance: “How a 
Flood Disaster Tested SSO G-E 


Motors.” In charge of General Elec 
tric motor advertising is Robert L. 





htispied 
TO THE TUNE OF S17 MOTORS 


G-E 


. 





GENERAL “ ELECTRIC 
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Gibson, to whom thanks for a well- 
rounded guide to what can be done 
in advertising motors. R. D. Lesser 
is writing the copy for the current 
series. 

And how we hate little sermons 
starting ‘Machine Life Depends on 

Why does Kingston-Conley 
Company think people buy 


Motors.” 
Electric 


industrial learn that 


magazines to 
‘Motors are a very important factor 
in the life span of all types of motor 
driven machines’’? 

Leland—"Dependability at its best.” 

“Only Master offers you a choice 
of FIVE different styles of GEARED- 
HEAD motors.” A solid statement, 
but we wonder if the five handsome 
illustrations are enough to complete 
the story? 

Peerless—‘Motors of special de- 
sign.” 


Reliance Electric talks 


which we think is smart. 


service, 
Each of 
the three ads we have before us is 
built around a man in the Reliance 
organization. This advertising of em- 


ployes 1S considered dangerous by 
most pussyfooting concerns—we com- 
mend Reliance for (as others would 
their favorite em- 


put it) placing 


ployes at the mercy of their com- 
petitors’ pay envelopes. The engi- 
neering vice-president tells how ‘“‘the 
experience of users guides Reliance 
Design.” The service manager de- 
scribes “suiting Reliance Service to 
every occasion.” The trafic manager 


reports on “speeding Reliance mo- 


tors to you safely.” Layouts are at- 
tractive, headlines unfortunately col- 
orless, copy brisk, plan conception 
excellent. Kudos to C. V. Putnam 
who does a creditable job of in- 
terpreting the Reliance company 
and product. (See picture, Page 36.) 
“Pass the motor buck to R. & M.” 
—just another headline that somebody 
thought was tricky, but really isn’t. 
Wagner Electric advertising is de- 
voted to pointing out “features’”— 
either through check marks or little 
We like the little men better 
—they loosen up the copy, which is 


men. 


otherwise stiff, written probably by 
1 man who knows so much about his 
subject he has a hard time telling 
other people about it. The facts are 
should have passed 
through one more person’s typewriter 
to be made interesting. 

talks “mileage,” 
which is apparently another of those 


there—t he y 


Westinghouse 


spurious advertising symbols dear to 
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the heart of toothpaste kings. Copy 
sounds as though they thought the 
“mileage” idea would carry the load 


without any backing up. It doesn’t. 


Systems, controls, 
switches, etc. 
Selling 


does Westinghouse. 


“systems,” G-E again out- 
Comparing their 
advertising to the food industry, for 
example, “$2,500 Saving—new G-E 
equipment helps candy company cut 
costs” arouses more of the buyer in 
us than “Made from the finest in- 
gredients” from Westinghouse. 


We’ve also put an eye to the ad- 


RG A MS PROT Ny | 
The Latin-American Picture... 


& & We can pull no rabbits out of the hat to prognosticate either the immedi- 
We can report, however, that travelers re- 


ate or longer time future. 





turning this week from Latin-America tell of far better conditions on the 
west and east coasts than are currently quoted by ‘desk-bound execu- 
tives,’ in the States, exhibiting orders and telling of conversations with 
importers, bankers, government officials and others. 
are quoted as being certain that commercial dollar exchange is freely 
available and the Chilean position has been strengthened. Short crops 
in the Argentine are causing some question concerning the country’s 
exports during the latter part of the year but various important American 
and Argentine importers state a marked confidence, even, in some cases, 
anticipating sales equal or better than last year. 
scale private and public works and construction projects are helpful and 
say that internal prosperity is high. 
throughout the important South American territories and among business 
men and government officials there is no hint of anything except the 
utmost American friendliness. One of these travelers went so far as to 

say that the bogey of anti-gringoism in Mexico City, at least up to the 

end of last week, was being greatly overdone. Because of the barrage 
that daily comes over the radio and appears in the newspapers, we 
must guard carefully to make sure that we do not overlook the solid 
realities of our foreign trade outlook. Many millions of overseas buyers 
need, want and will buy good American products, if we give them the % 5 
chance and keep our deliveries up to time. ; 


Above is an extract from the International Confidential Bulletin 
intervals by *B. P. I. C. 
Executives thumbnail briefs on the current international financial 
and political situation. 
to you. No charge. 


INGENIERIA 


INTERNACIONAL 


Published monthly in Spanish for the industrial executives, 
engineers, importers of industrial and engineering equip- 
ment and materials, etc., in the 23 Spanish-reading countries. 


released at regular 


“BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., and 
Chilton Company, Inc.) 


330 West 42nd Street, New York, N. Y. 





The big adver- 


whom 


vertising of controls. 
tisers are G-E, about we've 
talked enough; Westinghouse, whose 
efforts can be quickly dismissed as 
extraordinarily commonplace; Square 
D; Clark Controller and Cutler-Ham- 
mer. 

The black-and-yellow Square D ads, 
while distinguishable, are not easy- 
reading. Long headlines all in caps 
and sans-serif body copy are not, we 
repeat, particularly inviting. Copy is 
generally an explanation of installa- 
tion views—too compactly-phrased 
for comfortable digestion. 


The Clark Controller campaign 


Bankers in Brazil 


All agree that large 


Political uncertainty is absent 


to give Exporting 


Ask to have copies of this Bulletin sent 


Published by 





































































































































reads like a list of outlawed bon mots: 


“Like 


” 


““Neat—but not gaudy” 

peas in a pod” . “On the rack. 

Some of the Clark copy was written 
“No 


‘dipsy-do’ in our 


‘razzle- 
Test 


too enthusiastically: 
dazzle’ nor 
Room just plain old fashioned 
plunging.” 


The high-school phase of advertising 


‘batter and bruise’ line 
Copy. 

We're probably in the minority in 
for Cutler-Hammer ad- 
We're 


with pebbles dropped in a pool and 


not caring 


vertising—in general. bored 


we don’t like (as you may have ob- 


served) sans-serif body copy and we 


think the 


we do consider that ‘Make this test 


layouts are clumsy. But 
and see the difference” 1S a 
gives you a score card 
AS. 


manual starter, establishes “par” for 


swell ad. It 


of the desirable features in an 


each of fifteen features, and suggests 


you match Cutler-Hammer against 
any other make. 
previously 


Allen- 


Bradley advertising of humor-with-a- 


This department has 


commented favorably upon 


sales-point, featuring Frank Owens’ 
Philbert. 


begins: 


We also like the insert that 
“How to start any squirrel- 
lamp 


motor without 


shock to 


cage causing 
flicker or 


chinery.” 


connected ma- 
think, 
should promise something good. 

Electric Controller tells why J. & 
L. selects E. C. & M. Control. Sounds 
like Washington, but it’s 


Headlines, we 


nicer to 
tell why somebody else likes you than 
why you like yourself Colt- 
Noark’s layout forbids reading 

An ad on Allis-Chalmers regulators 
offers some more of that unreal dia- 
log . . . Weston Instruments’ layouts 
are nice, copy plain but readable 

Westinghouse Linestarter ads are much 
than other series 


more intormative 


.. E. C. & M. has a basic sales idea 
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ee 


for starters in “Only one starter for 


many horsepower sizes.” 


Two circuit breaker ads are made 
readable by easy-to-get-at layouts, but 
in each case the headlines are the type 
you achieve in those arid stretches 
your creative urge goes dead. 


Frank Adam’s “MORE NEWS” and 


I. T. E.’s “Industry Turns” are mere- 


Ww hen 


ly excuses for big type at the top of 
the page. Yet each has a feature that 
make a swell starting point: 
Frank Adam 
1.T.E. has “Full-Automatic Control.” 


A lot is made of the respective fea- 


would 
has “Trip Free,” and 


tures in body copy—why not stick 
them up in the air? 

Where switches are concerned, we 
have found little that inspires us to 
better ourselves. Arrow-Hart <> Hege- 
man does the obvious with its 
“Sphinx Switch”; copy is catalogish. 
Cutler-Hammer gets all frothy over 
Stops for No Man” and 


its safety switch. 


“Progress 

“A Pointer on G-E Time Switches” 
and “Modern Switchgear—Present 
and Past” are General Electric ads 
obviously turned out in a hurry by 
the freshman copy staff—not up to 
G-E’s standards. 

Pacific Electric’s ad is pretty crude, 
but as often happens, has a ring of 
sincerity to it that you don’t find in 
the second-grade work of the pro- 
fessional ad-writer. Give us gram- 
matical errors if they come from the 
heart. 

Switch has a nice 
“Penn Engineers look at 
tread 
of a cat walking on cotton.” The 


about 


Electric 
little ad on 


Penn 


noise—we would measure the 


ad turned out to be control 
equipment—not switches. 

Finally, Westinghouse safety switch 
Conversa- 
tion like “No more beaded contacts, 


ads proved to be all right. 


Joe, with those diamond pointed jaws 


and ‘De-lon’ Grids” and “Yep, and 
that one-piece copper keeps em as 
cool as a cucumber, too”—belongs in 
a cartoon, not in a photograph of 
two plant execs, where most adver- 
tisers put unreal dialog. Westinghous: 
has more drama and more “‘sell” in 
this series than in all the others put 
together. 

Boo-of -the-month: equal shares to 
Cast Iron Pipe, 
the place of salt” . . . Bower Roller 


for “Nothing takes 


Bearing, for a girl and a dog and the 
label Quality” 
Morgan Construction, for “No time 


“Fascinating 


for a false stroke” (shooting the rap- 
ids) . . . Simplex Wire, for “If the 
schooner yacht ‘America’ were to race 
today’s 
would be hopelessly outclassed but in 
1851 she 
Don’t 
have fun? 
Boost-of-the-month: to Nash Engi- 


neering for a good, solid ‘‘reason-why”’ 


one of racing yachts, she 


won a glorious victory.” 


some advertising managers 


that explains to us—who are only ad- 
readers—why it is that Nash has such 
The ex- 


gas com- 


a high standing in the field. 
planation of why air or 
pressed with a Nash compressor is free 
from dust, heat or oil—is over our 
heads, but not over the heads of the 
people to whom it is addressed. We 
do know this much—that it’s a sin- 
cere Nash effort to prove why Nash 
products are better—and a distinct 
improvement, to our way ot think- 
ing, in Nash advertising. 

The craze for little bits of infor- 
(Professor Quiz stuff) hits 
industrial advertising through Mar- 
tin-Decker. “Do 
700 feet of 31%” drill pipe bears the 


mation 
You Know? 13,- 
same diameter-length ratio as more 
than 4 of a mile of ordinary insulat- 
ed light wire.” Maybe there’s an idea 
here for other advertisers. 

You’ve probably all seen the Johns- 
Manville spread on “James Watt 
the Genius Who Started the Age of 
Steam”—a Life-style story about in- 
that few 
afford to run (what with the neces- 


ee 


sulation, advertisers could 
sity to advertise analogies) and fewer 
still have the talent to write. In this 
case, the talent was represented by 
M. O. Bogart of the J. Walter 
Thompson Company. This ad is ap- 
pearing in a large number of maga- 
zines—read it through (if, by any 
chance you haven’t already) and 
learn how effective it is to sell a prod- 
uct the same way that you would 
tell a story. This ties in with the new 
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JAMES WATT...THE GENIUS 


J-M movie “Heat and Its Control.” 
(See IM, Nov., 1937, P. 15-16.) 

Mr. Squish selects for his menag- 
erie the Hercules Red 
Strand Wire Rope’s lion (signifying 
strength”), Bull Dog Electric’s horse 
(signifying ‘“‘quality”), J. B. Ford’s 
bird dog (signifying ‘“‘speediest’’), 
Barnes Blades’ scotties (signifying 
faithful”), Toledo Steel’s lion (sig- 
nif ying “strength” ) , Columbian Rope’s 


following: 


seals (signifying ‘‘waterproofed”), 
Felter’s mongrels (signifying “have no 
uniformity”—a good description of 
this ad is “the seventh dwarf”), Haz- 
ard Wire’s turtle (signifying “‘super- 


Bendix 
‘multiplying the rabbits doesn’t nec- 


iged”’), bunnies (signifying 
essarily multiply the sales!”), General 
Cable’s guinea pigs (signifying “re- 
Delco’s 


rides’’), 


horse (signifying 

Walker Electric 
Lift’s hen (signifying “which comes 
Roller Bear- 


gs’ elephant (signifying—believe it 


search” Pp 
famous 
American 


first’), and 


not—the missing part of a jigsaw 


puzzle). Do you wonder we get a lit- 


tle daffy going through industrial 
nagazines? 
{Editor's Note: Mr. Squish is a charac 


in the O. K. As Inserted sound slide 
who takes exception to The Copy 
users criticism and favors the use of 


imals as attention arresters. | 
Our mental balance isn’t made any 
nore stable by such copy as the Bul- 





ird Company naively expects us to 
read. The headline is “Dependability,” 
nd the first paragraph is (the caps 
re Bullard’s) “Dependability for Ac- 
uracy on repetitive work ... De- 
pendability of operation over long pe- 


Dependability for 


ods of time 





WHO STARTED THE AGE OF STEAM 
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et Fat om New Vote NY 
WNSULATIONS FOR EVERY: TEMPERATURI 
FOR CVERY SERVICE CONDITION 


yey 


Quick return on the Investment are 
all Prime requisites in the purchase of 
manufacturing equipment.” 

How do you feel about multiplying 
rabbits? (Bendix Products.) 

Here’s a new slant, and an unfortu- 
nate one—the crystal-gazer. “I see a 
more prosperous year for you . . . if 
you buy the new Morehead Liquiva- 


” 


tors! 


In a happier vein, let’s applaud 
Carborundum’s stopper, ““How to take 
the ‘beard’ off a bowling ball”—which 
is no analogy at all but the start of a 
forthright 


study of a job on which Carborun- 


problem—and—a ns wer 


dum scored a strike. 
Another new note—samplers. ‘“Wit- 
ness Thee This—If Thou hast in thy 
plant Hydrojet-—Hydromac—Hydro- 
seal, then knowest Thou the value of 
Honesty—Integrity—Reliability. Sam- 
pler wrought by Allen-Sherman-Hoff 
Co.” We give up. 
THI 


Copy CHASERS. 





Greiner, Childs Named by 
Dodge Publications 


J. B. Greiner, Jr., has been appointed 
advertising manager of Real Estate Rec- 


ord. He was formerly with American Ar- 


chitect and Architecture, recently pur- 
chased by F. W. Dodge Corporation, New 
York 

Harry E. Childs, formerly assistant pro- 
motion manager of Dell Publishing Com- 
pany, has been named advertising promo- 
tion manager of Architectural Record 


Elliott Makes Change 


Walter E. Elliott, formerly advertising 
manager, The Gardner-Richardson Com- 
pany, Middletown, O., has joined the 
American Coating Mills, Inc., Elkhart, 


Ind., as sales promotion manager 











It’s too late to sell 
when ground is broken 


A polished shoe pushes a new 


shovel a few inches into the 
ground—a bit of dirt is moved- 


and the job is started. 


Don’t believe it! The job was 
started months before that cere- 


mony. 


Over desks and drafting tables, 
civil engineers made the design 
plans, figured loads and stresses 
and selected the materials and 
equipment. Their decisions were 
made and_ specifications were 
written long before the “ground- 
breaking”’. 


Sell your products to the men 


who start construction jobs - 
through the pages of their publi- 


cation. 


CIVIL 
ENGINEERING 


33 West 39th Street 
New York, N. Y. 


















The Economic Phase of Marketing 
Through Distributors 





Proper promotion of the distributor as a unit of the 


manufacturer gives added sales volume and profits 


ALL know that one of the 


ew! 
major problems of all management, 
and particularly sales management, is 
the cost of distribution. No matter 
what form distribution takes, the cost 
of it is a real factor as well as a ma- 
jor item of sales expense. 

We are all faced with a problem of 
distributing products at lower costs 
than have been possible in the past. 
This situation has been forced upon 
us—it was not of our making—and it 
faces each and every manufacturer. 
You are all familiar with the actual 
and proposed regimentation of indus- 
try imposed upon us by our federal 
government. The Robinson-Patman 
Act alone requires all of us to give 
greater thought to distribution be- 
cause of its far-reaching effect on this 
problem. 

In addition to the existing laws, we 
are faced with implied higher wages 
and shorter working hours; excess 
profit taxes are a fact, and there are 
factors over which we 


many other 


have no control. However, no laws 


have been proposed or passed that 
would indicate to a manufacturer, or 
would enable him to reduce, his dis- 
tribution cost. Therefore, it is ab- 
solutely necessary for all of us to im- 
mediately devise ways and means of 
maintaining a normal net profit and 
those of us who sell through distribu- 
tion, regardless of its type, must face 
the facts. 

Many companies have studied this 
problem and are developing ways and 
means to reduce their distribution costs. 
However, a great deal of time and 
thought and experimentation is nec- 
essary by manufacturers before the 


ultimate in distribution is reached. 


From a talk before the Eastern Indus- 
trial Advertisers Seminar, Philadelphia 
April 8 
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By WILLIAM S. ACUFF, Jr. 
Sales Promotion Manager 


KEASBEY & MATTISON CO. 


In our company we consider the fol- 
lowing activities as comprising the 
cost of distribution, which, of course, 
means cost of sales ur sales expense: 
Field promotion expense, advertising 
expense, and the cost of maintaining 
salesmen and officers throughout the 
country and a competent sales staff 
at headquarters. 

The problem confronting us is how 
to maintain a net profit ratio and at 
the same time hold the business we 
are enjoying and create new customers 
and new business without increasing 
the sales cost beyond a point where 
a reasonable net profit ratio is main- 
tained. 

The factors that make sales and dis- 
tribution effective are known to you 
all. 

Field promotion is one of the fac- 
tors; and no matter what form it 
takes, it is a distribution 
Therefore, it must be considered in 


expense. 


all its phases so that the expense is 
kept, insofar as it is possible to do so, 
within a certain ratio of total sales 
expense. 

The biggest problem facing all of 
us is to not overdo or overexpand field 
promotion. 

Overexpansion of field promotion 
has been most embarrassing to many 
companies, particularly during times 
of business recession when it is neces- 
sary to reduce expenses, and I think 
you will all agree that the first places 
for any management to apply the axe 
are on field promotion and advertising 
expenses. 

This is how we apply field promo- 





tion to our sales activities so as to 
obtain the maximum benefit from the 
work and still keep the cost of it 
within the bounds of the net profit 
obtained therefrom: 

Field promotion in our company 
takes the form of actual sales con- 
tacts of experts in their commodity 
fields of endeavor in conjunction with 
the salesmen in the field, and partic- 
ularly with the sales forces of our dis- 
tributors. These men work continu- 
ally with distributors to educate them 
in the technique of our products in 
relation to the customers’ require- 
ments. 

A great majority of our commodi- 
ties are of a technical nature. They 
lose their identities because they are 
incorporated in finished products 
which the ultimate consumer buys 
but does not appreciate or even know 
the importance that our products play 
This makes 
it imperative to continually educate 
the distributor in all of the factors 
that go to make up a well-grounded 


in the items he purchases. 


sales presentation. 

Advertising plays a most important 
part in the overall sales picture, par- 
ticularly when the aim is to cut dis- 
tribution cost and to establish and 
maintain the proper type of distribu- 
tion. 

In general, our advertising is of 
course no different than your adver- 
tising. National coverage is obtained 
through the use of both horizontal 
Direct 
consumer advertising of the radio and 


and vertical business papers. 


of the popular magazine nature are 
not a factor in our business. However, 
localized advertising, through news- 
papers and direct mail, are of vital im- 
portance to us inasmuch as they give 
us direct media to establish our dis- 
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Woods Sons, Chambersburg, Pa. 


tribution as dominating factors in the 
asbestos business in a given area. 

All of our advertising, whether na- 
tional or local in nature, is so written 
and directed that it continually pro- 
motes the fact that a local distributor 
is ready at all times to expeditiously 
service the buyer’s. product require- 
ments and also to give him technical 
service and advice, when needed, 
through his own sales force or in 
conjunction with our company’s field 
promotion men. 

We have found that the coupling 
of our field promotion and our adver- 
tising to the distributor has mate- 
rially helped us in reducing our total 
cost of distribution. When discussing 
distribution with a prospective distrib- 
utor we particularly stress these facts, 
which in turn make the problem of 
establishing new distribution easier. 

One of the biggest problems we 
have faced was to educate our own 
representatives in the field of the im- 
portance of the distributor. Our men 
are trained to talk distribution at all 
times. They are trained to advise a 
customer not only of the distributor’s 
name and place of business, but also 
that he has available stocks, and that 
he has at his disposal technical advice 


for the customer’s use. 





The buyer may know of your prod- 
uct through his perusal of national 
advertising, but if he has not been 
educated to purchase through your 
distribution the effect of the national 


Members of Cumberland Valley Industrial Advertisers filled a table at the 
Philadelphia seminar banquet, including: J. Donald Smith, York Ice Machinery 
Corporation, York, Pa.; William M. Hart, Jr., Wm. M. Hart Company, York; 
William S. Acuff, Jr., Keasbey & Mattison Company, Ambler, Pa.; Garry 
Bub, Associated Advertisers, Harrisburg; Terry Mitchell, Frick Company, 
Waynesboro, Pa., chapter president; A. L. Gardner, Pangborn Corporation, 
Hagerstown, Md.; W. M. Hart, Sr.; A. Nelson Horn, Horn-Crone-Horn, 
York; James G. Kuester, Read Machinery Corporation, York; Lewis H. 
Wessinger, Foltz-Wessinger, Lancaster, Pa.; and Guy R. Washinger, T. B. 
This is N. |. A. A.'s most scattered group 
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advertising is partially lost, particu- 
larly if the factory of the advertising 
manufacturer is located at a consid- 
erable distance from the buyer and if 
another manufacturer of the same 
product is located close by; because, 
as we all know, it is human nature to 
demand service. 

The proper promotion of the dis- 
tributor as a unit of your company 
eliminates this inequality of manufac- 
turer’s plant location and immediately 
enhances the sales _ possibilities. 
Through the weight of these factors, 
the manufacturer is able to divert 
more and more business through dis- 
tribution stocks. The advantage of 
this, from a sales volume standpoint, 
has been pointed out. 

The question in your mind prob- 
ably is: After tying in field promotion 
and sales activities with your distri- 
bution, what are the financial results 
in the nature of net profits to you? 

To show you the definite results it 
is necessary, I believe, to briefly out- 
line Keasbey and Mattison Company’s 
distribution policy and then to show 
you the results we have obtained. 

We adopted and have in use a policy 
of 100 per cent distribution which, in 
effect, means that every commodity 
in a certain bracket is sold through 
and by the distributor. 

If, for some specific reason, a dis- 
tributor cannot sell a particular cus- 
tomer in his own name, we accept 
the order and the billing, but at regu- 




















PROMOTION 


Pisaucan goods in world mar- 
kets brought $434 million more in the first 
quarter of 1938 than in the same period 
of 1937... a rising tide of business in 
which your company might share. March 
was the 16th consecutive month in which 
exports were higher than the same month 
a year before. 


Under these circumstances, Evans Asso- 
ciates, as a service organization, several 
months ago placed its Export Division un- 
der the direction of John G. Robel, nation- 
ally known authority on foreign sales. Our 
market-finding responsibility to a clientele 
of 20-odd mid-west manufacturers, called 
for this development. Nine clients are now 
either in the preliminary research stages 
or actively engaged in foreign sales pro- 
motion. 


Export experience may not be required 
for the upward development of your com- 
pany ... yet you will value the thor- 
oughness which caused us to amplify our 
service. It rounds out an organization 
already well equipped to analyze and stim- 
ulate domestic sales. If you are interested, 
either way. invite one of our principals to 
call for a “clinical” discussion. 


EVANS 


ASSOCIATES, INC 


225 NORTH MICHIGAN AVE 
e CHICAGO ° 


Advertising 
Sales Promotion 
Marketing 
Management 
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lar intervals we credit the distributor 
with the difference between his put 
chase price and the price at which the 
material was sold to the user. 

Before adopting this policy we care 
fully surveyed our field with relation 
to distribution and we discussed the 
problem of distribution with mary 
companies actively engaged in that 
phase of selling. After an exhaustive 
study we were able to determine that 
the plan was basically sound, and that 
the right type of distribution was 
ready to assume the burden of selling, 
provided the manufacturer supported 
the distributors with field promotion 
and advertising. 

The distributors readily agreed it 
was their problem to employ a sufh- 
cient sales force to control the local 
business, and it was necessary that they 
carry larger and more complete stocks. 

The distributor’s purchase policy is 
so regulated that there is a sufficient 
margin of profit for him to operate in 
normal times at a reasonable net profit 
to himself. This, of course, is the de- 
ciding factor to any business man. 

This type of distribution has en- 
ibled us to begin to place fewer but 
better men in the field to do both field 
promotion and sales work, inasmuch as 
the burden of daily solicitation of run- 
of-the-mine business has been assumed 
by the distributor and his sales force. 

The very fact that a better type of 
representative can be placed in the 
held enhances the manufacturer’s op- 
portunity to secure a greater share of 
the current business. 

With the distributor assuming the 
burden of handling the daily business 
in his area it became evident in our 
accounting figures that our sales costs 
were diminishing, thereby enabling us 
to bring into truer relationship our 
net profit to volume, which profit has 
been jeopardized by legislation. It 
also enabled us to divert, from the net 
profits, more money for field promo- 
tion and advertising, which in the end 
will mean to us a greater share of the 
current business. 

Everyone’s problem is basically the 
same, but no one’s problem is identi- 
cally the same. However, by coérdi- 
nating field promotion, whatever its 
phase may be—advertising, regardless 
of the media, with the activities of a 
high calibre direct field sales force, 
and high class distribution—the result 
will be a greater percentage of the 
current business, properly functioning 


distribution and better net profits. 
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A.B.P. Hot Springs Conference 


@ BUSINESS paper publishers con- 
templating a change in their trim size 
were urged to adopt either 854x11- 
54-in. or 9x12-in. in a resolution pre- 
sented at the Hot Springs, Va., con- 
ference of the Associated Business Pa- 
pers, Inc., last month. The recom- 
mendation was offered as a result of 
a survey conducted by the National 
Industrial Advertisers Association in 
an effort to effect economy in prep- 
aration of bleed plates through stand- 
ardization of trim sizes. The resolu- 


tion did not suggest adoption of 
either size unless a change was con- 
templated 

Daniel J. Hansen, Domestic Engi- 
neering, Chicago, was elected presi- 
dent of the organization, succeeding 


= i. 


Company, New York, who automati- 


Ahrens, Ahrens Publishing 
cally becomes a member of the ad- 


visory committee. Mason _ Britton, 
McGraw-Hill 


was elected vice-president, and Roy V. 
Wright, Simmons-Boardman Publish- 


Publishing Company, 


ing Corporation, was named treasurer. 
ae 


and executive vice-president. 


Payne continues as secretary 


To fill vacancies on the board of 
directors, the association named A. J. 
Haire, Haire Publishing Company, 
New York, and Earl L. Shaner, Pen- 
ton Publishing Company, Cleveland. 

The A.B.P. promotional and adver- 
tising campaign begun last year will 
be continued without reduction for 
another year beginning July 1. M. A 
Williamson, McGraw-Hill Publishing 
Company, is chairman of the commit- 





DANIEL J. HANSEN 


tee in charge of this activity. As an 
economy measure it was announced 
that the A.B.P. Blue Book would not 
be published this year. 

Speakers who presented formal pa- 
pers, or led off round-table discussions 
included James H. McGraw, Jr., Mc- 
Graw-Hill; Chauncey L. Williams, F. 
W. Dodge Corporation; Kingsley L. 
Rice, Power Plant Engineering; John 
Cornell, Paper Mill and Wood Pulp 
News; George O. Hays, Steel; T. W. 
McAllister, W. R. C. Smith Pub- 
lishing Company; C. A. Wolcott, 
Daniel Starch, Inc.; Mrs. Mabel Pot- 
ter Hanford, Batten, Barton, Dur- 
stine & Osborn, Inc.; A. J. Haire; 
J. K. Lasser; Ray L. Dudley, Gulf 
Publishing Company; Paul I. Aldrich, 
The National Provisioner; C. A. Mus- 
selman, Chilton Company; Victor E. 
Marx, Bakers’ Helper; M. A. William- 
son; and Ray Bill, Sales Management. 

A complete sports program of golf, 
tennis, horseshoe pitching and skeets 
shooting occupied the publishers be- 


tween sessions. 





[ CONTINUED FROM PaGeE 12] 


N.LA.A. Seminar 


As Inserted” feature conducted 
monthly in this publication by The 
Copy Chasers was exhibited by Ralph 


O. McGraw, editor. 

Speakers at the banquet were Glenn 
vice-president and pub- 
Week, and Allan 


Brown, advertising manager, Bakelite 


Griswold, 
lisher, Business 
Corporation. Mr. Griswold declared 
that one of the reasons for the pres- 
ent recession is that business men 
make it a point to know more about 
politics than they do about business. 
however, he 


Contributing factors, 


said, were the too great accumulation 
of inventory and lack of confidence. 
He anticipates a steady and, perhaps, 
a more rapid improvement than gen- 
erally expected. As a solution to in- 
dustry’s predicament, Mr. Brown ad- 
vocated a broader program of public 
education. 

A. B. Wheeler, district manager, 
McGraw-Hill Publishing Company, 
E.I.A. program chairman, was chair- 
man of the general committee for 
the seminar. W. E. Lindsey, The Al- 
bert Kircher Company, handled at- 
tendance promotion. The success of 
the meeting thas laid the pattern for 
its annual repetition at Philadelphia 
and similar conferences by chapters 
in other sections of the country. 
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Resea rch 


ne judge based on opinion rather 


han action. 

2. Split-run tests in publications 
o determine relative effectiveness of 
color, illustration, headlines, etc. 

3. Direct mail test of advertise- 
nents using preprints of various ap- 
peals in copy. 

4. Unaided recall. 

8 Aided recall 

6. Coupon tests 


(recognition). 
(customer takes 
ome action). 

Field investigations (other than 
jury). 

8. Sales area tests. 

9. Historical method. 

10. Sales letters. 

Now let us review some of the 
principles on which good advertising 
research must be founded: 

1. Few things will ever be proven 
by advertising tests. If an advertiser 
has any fixed ideas, tests will never 
be sufficiently conclusive to change 
his mind. But if he is open-minded 
ind wants to learn, and most of us 
do, advertising research can point the 
way to some important conclusions. 

2. No amount of advertising test- 
ing will ever take the place of ima gi- 
nation and-creative ability. But test- 
ing may help to check that creative 
ibility and make it productive rather 
than just clever. 

3. There will probably be excep- 
tions to every test and to every prin- 
ciple which tests reveal as worth- 
Ww hile. 

4. Every test 
by other tests before any hard and 


should be verified 


fast rules can be laid down. (Inter- 
pretation is important. ) 

§. In any testing, test but one 
thing at a time. It is not possible 
to test for layout and headline and 
ippeal and color in the same test. 
There should be but one variable. 

6. Be sure that any differences are 
significant. 

I urge all of you to do some origi- 
nal advertising research—if only for 
the little thrill that accompanies any 
discovery of new facts. You prob- 
ibly will not discover any basically 
new advertising principles, but you 
nay discover many little things which 
ll help to make advertising more 
effective, and especially those things 
which are peculiar to your advertis- 


ng problem. But the important 
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Armco gains publicity for its new 
"Paintgrip" galvanized sheet metal 
and emphasizes its paint-gripping sur- 
face by having an artist do an oil on 
one of the sheets instead of canvas 


te 
thing is not the test, it’s the results, 


and a “testing” attitude of mind 
(more important than any tests) is 
one which is looking for better ways, 
and better results are inevitable if an 
advertiser is always checking his meth- 


ods and trying to improve his work. 


[CONTINUED FROM PaGE 24] 


Radio | 


back to 1931, Wheeling Steel Corpor- 
ation has evolved a program, now fa- 
mous because of widespread publicity, 
which has as its primary purpose pro- 
viding an opportunity to Wheeling 
employes to enjoy participating in a 
family radio show, or in case of non- 
talent, to listen to fellow employes 
regularly. But in addition to all the 
uninvited publicity the company has 
received as a direct result of this 
unique employe relations activity, the 
“It’s Wheeling Steel” 


produced evidence of the effectiveness 


program has 


of radio as an advertising medium for 
industrially consumed products. 

The Wheeling broadcast is the baby 
of J. L. Grimes, advertising manager, 
and the production is directed by 
Walter S. Patterson, who steers the 
cast of twenty-seven in their weekly 
offerings Sunday evening over a coast 
to coast Mutual network. 

Thus, with 
alone, may be seen the potentialities 
of radio in the industrial advertising 
program which has as part of its prob- 
lem the task of covering a widespread 
market with many loose ends, or the 
job of selling the secondary market 


these few examples 


as a means of expanding the primary 
field. 





ADVERTISE WHERE 
THERE’S BUSINESS! 


. . . « Get YOUR Share 
of the Electric Utility 
System Modernization 


Market 


Use 
ELECTRIC LIGHT and POWER 


The Publication that is Help. 
ing to Build this Business 


Surcine growth and eco- 


nomic pressure are forcing 
electric light and power com- 
panies to modernize NOW. The 
June EFEI-System Moderniza- 
tion number* of ELECTRIC 
LIGHT and POWER will focus 
the attention of utility execu- 
tives, engineers, and operating 
men on the need for, and the 


methods of, 


“SPENDING TO SAVE” 


Us this outstanding adver- 
tising vehicle to focus this at- 
tention on your sales message 
—to place your products and 
your salesmen in a favorable 
competitive position in this bil- 
lion dollar utility market. Make 
your reservations NOW! Forms 


close May 21. 


ELECTRIC LIGHT and POWER 


8 W. 40th St.. New York, N. Y. 
360 N. Michigan Ave., Chicago, IIl. 
1836 Euclid Ave., Cleveland, Ohio 


*Ask for your copy of “Why System 
Modernization?” a preprint of an article 
which explains why utilities must mod- 


ernize now. 







































Here is part of the New Jersey Industrial Marketers group at the Philadelphia 
seminar: Herbert V. and Mrs. Mercready, Magnus Chemical Company, Gar- 
wood; Harry M. Carroll, Hyatt Bearings Division, General Motors Corpora- 
tion, Harrison, and president of the New Jersey chapter; Edward T. Nettleton, 
Calco Chemical Company, Bound Brook; Richard Hayes, Okonite Company, 
Passaic; and Samuel E. Gold, Lignum-Vitae Products Corporation, Jersey City 
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Concentration 


average of 5.3 in the larger. Count- 
less surveys have demonstrated that 
several men in each case must be 
sold—that these men are power, de- 
sign, maintenance, production heads, 
engineers or executives. Concentrate 
on these key men—all of them—and 
to sell them is the first rule of suc- 
cessful merchandising, although small 
in number—compared to the payroll 
of their plants they are giants in pur- 
chasing power. 


So much for the discussion of the 
concentration of the buying influ- 
ences in industry. It is well to keep 
these facts in mind so that we can 
visualize our sales problems and go 
after big game in its natural habitat. 
When you go after big game you do 
not use buckshot, but hit the target 
with all the impact that comes from 
using a high-calibre rifle and by using 
steel jacketed bullets. 

And in the field of merchandising, 
concentration is equally important if 
leadership and profits are the goal. 

By concentration we mean educat- 
ing your prospect—and securing his 
business—through the economical use 
of accepted and proven selling forces. 
By coérdination of salesmen and adver- 
tising power, we get the greatest re- 
sults of effective concentration—the 
type which increases profits and low- 
ers selling costs. 
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The program naturally calls for the 
use of sufficient advertising space to 
do a dominant job. Dr. Starch has es- 
tablished the fact that effective results 
from advertising—other things being 
equal—is in direct proportion to the 
space used. He arrived at this result 
through the analysis of nearly 4,000,- 
000 responses from 2,200 magazine 
advertisements. In other words, he 
found that a two-page spread is just 
twice as effective as a single page. 

Dr. Starch has also demonstrated 
that color adds fifty-three per cent 
to the effectiveness of a black and 
white page. Color has important at- 
tention value, lends prestige and, in 
many ways, furthers the primary ob- 
jective of selling more merchandise. 

Concentration in business papers is 
a short cut to leadership. The in- 
creasing important role of business pa- 
pers, in the sales and advertising pro- 
gram of America’s industries, is clear- 
ly evidenced by a comparison of the 
NIAA’s figures for 1935-36-37, which 
show the breakdown of the advertising 
budgets among the various types of 
media, and other items of advertis- 
ing expense. The records show the 
progressively larger share of the ad- 
vertising dollar deyoted to business 
paper space—29.8 per cent, 34.6 per 
cent, and now 35.3 per cent. 

Business papers, therefore, loom up 
as the one sales tool deserving of the 
most intensive use in these advertis- 
ers’ efforts to capture a more profit- 
able volume of the business in their 


own markets. Over one-third of their 
total advertising expenditures are ap- 
plied to the use of business paper ad- 
vertising space. 

Advertisers also find that it pays 
to concentrate their advertising in the 
leading paper in each of the indus- 
tries being cultivated. Crossley, Inc., 
an independent research organization, 
provides us with statistical proof of 
this fact. It found that second verti- 
cal papers delivered only fifty-one per 
cent as many readers among buying 
influences as first papers. But thirty- 
seven per cent of the readers of the 
second verticals also read the first pa- 
per. In short, second papers add only 
fourteen per cent unduplicated circu- 
lation to that already secured through 
leading papers, but add eighty-seven 
per cent to the cost. 

This condition exists when an ad- 
vertiser adds similar papers in a given 
field. It is not true, however, when 
he adds horizontal papers to his verti- 
cal publication schedule—horizontals, 
edited for specific buying influences 
throughout industry. In so doing, 
he is concentrating on more of the 
buying influences. It has been dem- 
onstrated that by adding three hori- 
zontals to his vertical papers he can 
secure fifty-five per cent greater cov- 
erage in the manvfacturing industries 
than by using vertical papers alone. 

It might be argued that duplication 
of readership between publications is 
desirable. By so doing you reach 
your prospect through several differ- 
ent mediums and, in addition, some 
new prospects are reached. 

If dominant space were used in 
each publication this would be true, 
if we disregarded cost. Costs for sec- 
ond to fifth papers rise because fewer 
men having buying power read these 
“‘me-too” papers. Many of these pa- 
pers have circulation equal to first 
string papers and may have consider- 
able readership—but not among buy- 
ing influences. 

Crossley has shown that second 
string vertical papers reach only 
fifty-one per cent as many buying in- 
fluences as are reached through lead- 
ing verticals. Third papers reach but 
twenty-nine per cent—fourth papers 
twenty-two per cent, and fifth papers 
thirteen per cent. 

Cost per worth while contact there- 
fore—taking first vertical papers as a 
basis, makes second vertical costs one 
and three-quarters more, third papers 
two and one-half times as expensive; 
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fourth papers two and three-quarters, 
and fifth over four times as expensive. 

We have been looking thus far on 
the marketing problems involving 
concentration from the standpoint of 
the seller of products or services. We 
have shown the necessity of concen- 
trating on the worth while geographi- 
cal areas—the worth while plants and 
the worth while men and the necessity 


of reaching them through dominant 


space in leading publications. But 
what of advertisers themselves! Do 
they believe in concentration? Many 


examples of advertisers doing a con- 
centration job in publications can be 
mentioned. The ones that are doing 
so are reaping the benefits of increased 
sales, efficiency, recognition and great- 
er profits. 


Some 
ably more 


manufacturers use consider- 


advertising than others. 
For example, in checking the pump 
advertising for a period of one year 
we find 125 pump manufacturers ad- 
publica- 


vertising in seventy-three 


tions. Dominant space was used by 
the leading advertisers as is evidenced 
by the fact that fifteen per cent of the 
companies placed sixty-one per cent 
of the total advertising pages. 

The same condition holds true with 
Fifty-three 
advertisers and 


casting manufacturers. 
manufacturers are 
eight, or fifteen per cent, accounted 
for fifty-eight per cent of the adver- 
tising expenditures. 

Concentrated advertising to key 
buying influences reaps golden har- 
vests and definitely accomplishes the 
tasks entrusted to it. 


dealt in figures or averages. 


So far, we have 
Let us 
now get down to case histories to 
demonstrate the selling job that ad- 
vertising has accomplished for specific 
manufacturers. The time is not avail- 
able to list all the jobs that a strong 
cultivation of the market can ac- 
complish. 

I am going to demonstrate with our 
own company picture the lessons we 
have derived from concentration dur- 
ing the We first 
turned to a study of our instruments 
ivailable for specific markets and then 


past several years. 


classified our markets as primary and 
secondary. The study 
had exactly a total of sixty-eight pri- 
mary and secondary markets and from 
only eight of these markets we were 
bulk of our business. 
\fter concentrating our advertising 
and selling, we immediately increased 
seven of the secondary markets to 


showed we 


getting the 
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primary markets, making a total of 
fifteen primary markets, and thus the 
dollar volume of our business stepped 
up about seventy-five per cent. 

As proof of the effectiveness of this 
program, while we stood fourth in the 


spending of advertising dollars and 


fourth in recognition, with the use ot 
dominant space in a few leading pub- 
we found that by 


lications, the same 


ratio of advertising expenditures, we 
moved into first place in recognition. 
We attribute this to concentration of 
dominant space in a few leading verti- 
cal and horizontal publications that 
are read by plant managers, superin- 
tendents, and operators who are the 
buying influences in specifying instru- 
ments. 

We also found that in our market 
analysis of instrument buying that 
the approval factor was concentrated 
in the hands of 
Therefore, following our program of 
concentration we developed a program 


at the top, 


top executives. 


to gain acceptance thus 
making it easy for the power engineer 
and the 


approval of the purchase of our in- 


management group to get 
struments. Throughout this 
we have carried the slogan ““To Meas- 
ure and Control is to Economize.”’ 
By following this plan of 
dominant space in the leading verti- 


campaign 


using 


cal and horizontal papers the results 
show that: 

1. We increased our sales effi- 
ciency. 

2. We held old and gained new 
customers. 

3. We 
new engineers coming in our market. 

4. We paved the way for sales- 
men’s calls and helped eliminate wait- 


were able to educate the 


ing time. 


5. We reached all the buying in- 


fluences. 
6. We were reaching the hidden 
buying influences. 


7. Introduction of new instru- 
ments gained immediate acceptance. 
8. Inquiries resulted in orders. 
9. We have reduced sales costs. 


Our 


has proved very 


concentration in advertising 
profitable to The 


Brown Instrument <empeny 


Wells to Shaw- on 


John E. Wells has been appointed man- 
ager of Budgit hoist sales of Shaw-Box 
Crane & Hoist Division, Manning, Max- 
well & Moore, Inc., Muskegon, Mich. Mr 
Wells was formerly advertising manager, 
Ex-Cell-O Tool Corporation, Detroit, and 
more recently with Gatke Corporation, 


Chicago. 
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A good, dependable motion picture pro- 
gram can be a_ tremendous sales- asset 
Carefully planned productions “graphi- 
cally” speaking are exerting a real “pull” 
in getting that sales-curve on the upgrade. 
Let us help you with your problems before 
you tackle the job! Complete, free con- 
sultation service involving distribution, pro- 
motion and planning of industrial films are 
our specialties. As for equipment—when 
you are ready to buy, we can offer you 
the best values obtainable—values that have 
convinced Firestone, Ford, Allis Chalmers, 
International Harvester, Pure Oil, Stand- 
ard Oil, Caterpillar Tractor Co. & Good- 
year and thousands of other prominent 
movie users who have found that “you're 
safe when you buy DeVry.” 


Send for our free monthly reports, “Indus- 
trial Service Letters,’ on your movie prob- 
lems, “Glorify Your Product” booklet. 


DeVRY CORPORATION 


1111 ARMITAGE AVENUE 
CHICAGO, ILL. 
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NAL CONFERE pe ™ 
uh DUCATI Oy Lay 
Ww aC! BXHIBIT Ig 


CHICACG 
JUNE 20, 21, 22, 23 





For TEACHERS PRODUCERS 
ADVERTISING MEN 


{ Days of Educational Film Showings 
FOR FREE MEMBERSHIP CARD AND PROGRAM WRITE 
NATIONAL CONFERENCE ON 


VISUAL EDUCATION 


LEU) ARMITAGE AVENUE CHICAGO, ILLINOIS 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Continued Effort Essential 
To Good Advertising 


Because of our slightly reduced ap- 
propriation and a tendency on th 
part of management to hold back on 
advertising at this time, there has 
been a suggestion made that we drop 
the summer issues of our publication 
list this year because of the usual va- 
could | 
make our advertising more valuable 
during that time to justify it in the 


cation excuse, etc.. Hou 


minds of management? 
ADVERTISING MANAGER. 


First, we must realize that although 
advertising is not as strong as per- 
sonal selling, it does make contacts 
on a much lower cost per unit basis. 
With this clear, we believe it is not 
wise to make a break in any indus- 
Take a 


instance— 


trial advertising program. 
monthly magazine, for 
every one of the twelve advertise- 
ments in every issue are needed in 
order to maintain continuity. Per- 
haps the average reader will only see 
seven or eight out of the twelve, 
which is certainly little enough to 
back up your selling program. 

We believe good advertising prac- 
tice, considered entirely from the 
manufacturers’ viewpoint, is all on 


the side of continuous effort. 


To Make a Sales 
Conference Successful 


We are contemplating holding a 
sales conference the latter part of thi 
summer and are interested in secur- 
ing information on how best to pro- 
ceed. Undoubtedly, your magazine 
has in times past published articles on 
this subject or perhaps you can cite 
some references that may be hel pful. 

I was very much impressed with 
the manner in which the last N.1.A.A. 
Conference was approached and han- 
dled. I do not hnou of another ad- 
vertising convention that was so well 
handled as the N.I.A.A. and I have 
been attending such conventions for 
twenty-five years. I man) 
good ideas from that conference, but 


SCCH red 
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| should like to get in addition as 

many more as possible, so if you can 

help me, here’s my thanks in advance. 
SALES MANAGER. 


Most all of the effective plans for 
sales conferences have been reviewed 
many times. However, we can give 
you a few notes, one or two of which 
may be of interest and value. 

1. Prepare your men for the meet- 
ing. Develop interest in it in ad- 
vance. Give them an outline of the 
important subjects so that they will 
come ready for discussion. 

2. Plan to give every man a part 
in the program if possible—except 
men whom you think might worry 
about it. 
worry until meeting time as it may 
have a bad effect on sales. 


. 


3. Prepare an accurate outline now 


You do not want men to 


for your meeting—send it to the men 
with space for their comment, sug- 
gestions for additional subjects, etc. 

4. Give the men’s comments on 
each subject to the speaker assigned 
so that he may prepare his talk to 
cover information desired. 

§. Have each talk prepared in ad- 
vance and reviewed by the sales man- 
agement committee. See that each 
talk is short, interesting and to the 
point—visual wherever possible. 


6. Allow a visiting period in which 





Models of products too big to exhibit 
have unusual attention value as ex- 
emplified by this model Hortonspher- 
oid built on a 1:48 scale by Chicago 
Bridge & Iron Company for use in a 
science exhibit at the International 
Petroleum Exposition, Tulsa, May 14- 
21. Photo by Milo E. Smith, a. m. 


men may be scheduled or just visit 
at will with each department man- 
ager and executive. This shows the 
men the definite interest the execu- 
tives are taking in them and gives the 
executives a more intimate idea of 
the type and effectiveness of the men 
that are out selling for the company. 

7. A blank notebook may be pre- 
pared in advance and given to the 
men at the beginning of the meeting 
to keep their notes and comments on 
each talk. 

8. They may be advised in the be- 
ginning that a short report will be 
expected of them of the whole meet- 
ing in general—the outstanding talk 
—the one, two or three points which 
they found most interesting, etc. 
(This report after the meeting idea 
is not essential. It may seem too 
academic but it does help to gain the 
concentration of the men.) 

9. Keep all talks short—keep the 
meeting moving with action and in- 
terest. 

10. Be sure to include a complete 
picture of advertising and sales pro- 
motion coéperation. 

11. Show basic 
sales progress by number of custom- 
ers, volume, customers gained dur- 


facts regarding 


ing last year, customers lost, etc., etc. 

12. Be sure to plan a definite time 
for recreation because as we all know, 
“All work and no play makes Jack 
a dull boy.” 


An Answer to "Problems 
Of the Business Press’ 


Your answer to an advertising man 
ager’s query is interesting and helpful, but 
there are also other phases to consider 

The past five or six years have beer 
years of turnover, turmoil for many, and 
progress. As a result, many of the old 
time leaders of a decade ago have been 
replaced by younger men anxious to get 
ahead, but who in many cases do not have 
the background of experience and ac 
complishment that their predecessors had 
These men are conscious of their need 
for more knowledge: the business maga 
zine that gives them the information they 
need does not have to fear competition 
from publications prepared for entertain 
ment and amusement. There is room fo 
both 

Many technical magazine pubiishers, 1t 
is true, have not kept up to date them 
selves. In the sanitary engineering field, 
and in the highway field, as well, to cite 
two instances, these changes have taker 
place: ; 

1. Twenty years ago relatively few 
sewage or water treatment plants or mod 
ern highways were being constructed 
Travel was slower and more difficult be 
cause we lacked then our magnificent road 
system. Personal visits to these construc 
tion projects were not easy. An illustrat 
ed description of one or more of these 
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a technical magazine was 


readers But 


1 an issue of 
gratefully received by the 


today, a man can jump in his car, see two 
or three such jobs and be home for din- 
ner. Such articles do not have the same 
value today, though still desirable in mod- 
eration 

2. The younger men coming into the 
field find that it is much broader and 
more complicated than it was in their 
father’s time, and the old-timers find it 
the same To be familiar with all the 
data now needed to do their work re 
quires study More than ever, it is re- 
alized that the chief function ofl colleges 


and universities is to give a foundation, 
and to teach their graduates how to con- 
tinue their studies 

3. The quite general application of 


the licensing laws governing professional 
engineering and the operation of water 
and sewage plants has forced the non- 
technical men, or the lazy men, to study 
if they are not to be forced out 

The publication that provides a planned 
curriculum to care for these needs in a 
careful and comprehensive manner, while 
giving also a reasonable number of care- 
fully prepared and well-illustrated articles 
descriptive of recent progress in design 
and construction, should have little fear 
of competition from entertainment maga- 
zines. It has a reader interest and sup- 
port that no other type of magazine can 
attain, because it contributes materially to 
the ability of its readers to increase their 
earning power 


VickE-PRESIDENT OF A LEADING 


BusINEss PUBLICATION. 


I did not intend to be negative with 


regard to readership of the business 
We are all 


terested in 


press. tremendously in- 


continued and _ increased 


readership of business papers, because 
this is of utmost importance to every 


one of us. 


However, I do believe we must face 


the facts—competition is growing 


rapidly and everything that is pos- 


sible should be done in order to make 


our business magazines more inter- 


esting, visual and more read- 


more 
with fewer words, etc. 
about the 
field is perhaps even more 


able, perhaps 
What 


engineering 


you say sanitary 


true in the case of many other busi- 
ness paper fields. 

Although I do not use your maga- 
I understand that you are doing 


Cer- 


tainly it is good to read your letter 


Zine, 


a splendid job along this line. 


and secure proper emphasis on your 
side of the picture in order to main- 
tain the proper balance. 

We hope you 
INDUSTRIAL MARKETING 1s 
stimulate the building of greater read- 
er interest in the advertising pages of 


what 
doing to 


recognize 


business papers through the efforts 
»f The Copy Chasers, so that the ad- 
vertising will be interesting and in- 
formative to readers seeking helpful 
about which 


contribute to the 


information 


will 


products 
solution of 
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their problems; and the effort that 


is being made through establishment 
achievement 


of awards for editorial 


by business papers to make the edi- 


torial and format of business 


more inviting of readership. 


[CONTINUED FROM Pace 10] 


Export 


trial buyers in the Southern republic. | 
Bucyrus-Erie Company, who con- | 


papers 





IT’S EASIER TO WRITE ADS 
FOR PIANOS. PERCOLATORS 


tinued to promote export business ag- | 


gressively 
and to reap a substantial reward, in- 
creased 1938 space fifty per cent over 
1937 in one publication that reaches 
its customers and prospects in Latin 
Such well known firms as 
LeTourneau, Inc., and J. H. 


have doubled their 


America. 
R. G. 
Williams & Co., 
schedules. 

With overseas selling effort main- 
a high point, Mo- 
tors Corporation announces 
that its business for the first 
months of 1938 has established a rec- 
ord, reached 
during the first quarter of ,any previ- 


tained at General 


Export 


exceeding the volume 


ous year. Another manufacturer, one 
of America’s foremost producers of 
automotive replacement parts, reports 
that fifty per cent of its entire pro- 
duction is now going to export. 


Veterans of successful export cam- 


paigns know where to concentrate 
their effort when domestic demand 
diminishes. Near at hand is Latin 


America, internally prosperous, bound 
by friendly ties, without definite lim- 
its to its potential capacity to use our 
ideas and our products in establishing 
a higher living standard and a great- 
er civilization; a land of promise that 
calls to the pioneering spirit of Ameri- 
can industry. Farther afield, but still 
well within the possibilities of profit- 
able trade, lie the great British Domin- 
Scandinavia, Europe 
The mechanism for pro- 
moting business in these markets, with 
their huge a 
er, already exists. 


ions, Western 


and others. 


ggregate purchasing pow- 
With conditions in 
their own country temporarily unset- 


tled, it is time for American industry | 


and commerce to concentrate a larger 
share of their enterprise and resource- 
fulness into the job of export selling. 


Look well to the South! 


Gets Magnus Metal 


Magnus Metal 
has appointed Van 
Chicago, to handle 


Corporation, ee 
Auken-Ragland, Inc., 


its advertising 


throughout the depression 


three | 


OR PARLOR GAMES... 







WE PREFERTO 
WRITE ADS THAT 
SELL PUMPS, 
PULVERIZERS OR 
PLUG VALVES 





There's something we like about the 
smell of hot cutting oil, the squeal 
of a lathe tool machining cast iron, 
the rumble of an overhead crane. 
To us, there's beauty in a blue print, 
inspiration in a precision tool, charm 
in a sweetly functioning piece of 
industrial equipment, whatever its 
nature. We like to write about those 
things—and perhaps that is why our 
clients tell us we do it well. 


PETERSON & KEMPNER, INC., 


an industrial advertising agency 
with an engineering and sales back- 
ground, can produce copy that sells 
your product, and is ready to work 
with you to any extent desired, from 
the making of a single technical il- 
lustration (in which we excel) to the 
handling of your entire advertising 
campaign — publication space, di- 
rect mail, catalogs, folders, hand- 
books, etc. No time contracts nor 
other binding conditions—and cer- 
tainly no obligation involved in dis- 
cussing the matter. May one of our 
principals call? 


_ Feterson & Kempner Inc. 
Jndustrial Advertising 
421 Seventh Avenue 
New York City 
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Trends 





A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Vast Buying Power in 
The Steel Industry 
* THI steel 


thirty-five per cent 


industry running at 
Capacity 1s still 
the most important industrial mar- 
ket for raw materials and machinery. 
While the buying power 1s relatively 
half of that of the first quarter of 
many million 


ast year, it requires 


dollars worth of materials to pro- 


duce 5,447,351 tons of steel ingots, 
which were made in the first quar- 
ter of 1938. 

That there is a trend by producers 
to modernize all existing equipment 
is proven by the fact that mill build- 
ers, engineers, furnace builders and 
such like have more inquiries going 
through their engineering department 


than at any time in their history. 


While the 


plants have been modernized in the 


sheet and tin plate 


past few years, little has been done 
with bar mills, rod mills, structural 
mills, blooming mills and tube mills. 
In the latter case, Youngstown Sheet 
ind Tube has scrapped a Pilger tube 
mill and now has in operation a most 
modern American designed mill. Other 
companies must follow suit to insure 
quality and exact sizes to their cus- 
tomers. With an upturn in tonnage, 
ve look for the most comprehensive 
olling mill rebuilding schedule ever 
undertaken, and the market for ma- 
terial handling and electrical equip- 
ment will be very large. 

Coke ovens must be rebuilt, blast 


furnaces relined and in many in- 
Stances open hearths rebuilt and mod- 


up. The 


ta xed 


ernized from the ground 


efractories companies will be 


to their limit to furnish requirements. 

Considerable of this program will 
be under way with a twenty-five per 
cent increase in steel production, and 
ifter all, such an increase can be made 


within little time. With a better un- 


derstanding between the government 
ind manufacturers, this increase could 
take place by the middle of the year, 
und many of these rebuilding pro- 
grams will be under way during 1938. 
—Don N. Warkins, Editor, Blas? 


irnace and Steel Plant. 
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Airplane Activity Makes 
Machine Tool Market 
@ SPECTACULAR 


made by the airplane-building indus- 


progress being 
try supplies the brighest spot in the 
machine tool market at the present 
time. 

American builders of aircraft have 
achieved a high reputation both at 
home and abroad, with the result that 
all manufacturing plants in the air- 
plane-building industry are being op- 
erated at full capacity and there is 


a constantly demand for 


growing 
planes from both domestic and foreign 
sources that can hardly be met with 
the facilities available. 

It has been estimated by the Aero- 
nautical Chamber of Commerce that 
total output of the airplane industry 
in this country ‘during the fiscal year 
to end June 30 will amount to $158,- 
000,000—more than double the out- 
put of only two years ago. 

With the 


planes greatly in excess of factory 


indicated demand for 


capacities, there seems to be a po- 
tential machine tool market of con- 
side ra ble Today t h e 


building of airplanes is almost com- 


importance. 


pletely a metal-working job—the era 
of the wooden “crates” is gone. Prac- 


type of machine tool, 


tically every 


sheet metal fabricating machinery, 
welding and riveting equipment, and 
high quality inspection devices is re- 
quired by the various branches of this 
industry. —CuHarLes QO. 


Machinery. 


booming 


Hers, Associate Editor, 


CONTINUED FROM PaGE 17] 


Sales Promotion 


useful sales tool, and is therefore 
worthy of the name, “The Assistant.” 

This consists of two loose-leaf 
binders. One is marked “Permanent 
File’ and actually contains a com- 
plete record of all current advertis- 
ing and sales promotional material 
issued by the corporation. By index 
table, it is divided into the five divi- 
sions of our business—air condition- 


ing, general refrigeration, etc. 


The other is a loose-leaf binder in 
red leather with the corporation seal 
in gold, and is supplied to the sales- 
men for use in making sales presen- 
tations. This is done by selecting a 
desired number of pages pertaining to 
a specific application from the Per- 
manent File binder. 

Sales bulletins, 
standing or unique installations, pre- 
prints of advertisements, etc., are no 
longer sent individually, but are ac- 
sent every two or 
Each piece is affixed to 
On each is pasted 


reprints of out- 


cumulated and 
three months. 
a loose-leaf page. 
a printed or mimeographed note giv- 
ing a very brief description of the 
promotional piece and _ containing 
suggestions for its use. 

A personal letter accompanies each 
issue, attached to which is a form 
listing every piece of material in it. 
The salesmen indicate thereon the 
number of pieces desired immediately 
for their sales work, and mail these 
forms back to the sales promotion 
division at the main office, where the 
orders are promptly filled. 

While we are frank to admit that 
“The Assistant” is not being used by 
all of our salesmen, the comments re- 
ceived from some of those who do 
seem to justify its continuance, and 
we keep plugging away at those who 
we know do not. A few of these 
comments picked up at random are: 

Seattle—"Fine sales aid. Use this 
method regularly with good impres- 
sion made on customer.” 

Philadelphia—“I consider ‘The As- 


sistant’ the most valuable material 
ever issued. Its continuance is of vital 
importance.” 

Los Angeles—‘“I find ‘The Assist- 
ant’ creates and holds the prospect’s 
interest.” 


Pittsburgh—"This 


served as my personal 


portfolio has 
assistant on 
occasions. Just last week I 
sold a $40,000 job in Johnstown 


which I credit to the last issue of “The 


many 


Assistant” in which you gave us the 
reprint on ‘Modernization Essential to 
Sustained Profit.’ This was _ the 
‘closer’ that I needed and really did 
the job of putting my story across.” 





Webster to Union Metal 

Forrest U. Webster has joined Unior 
Metal Mfg. Company, Canton, O., to do 
market development work. He recently 
resigned from Lord & Thomas, New York, 
to whom he went from Cutler-Hammer, 


Inc., Milwaukee 
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ADVERTISING VOLUME FOR APRIL ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 
Unless otherwise noted, all publications are monthlies 
- Pages Pages 
Industrial Group 1938 1937 1938 1937 
American Builder & Build- Refiner & Natural Gasoline 
ee Perr 100 146 Manufacturer ......... 94 97 
American Machinist (bi-w) 209 218 Roads & Streets........ 52 70 
Architectural Forum ..... 90 *173 Rock Products ........-. x59 x31 
Architectural Record .... 79 85 Southern Power Journal. . 39 53 
Automotive Industries (w) 83 100 i, Cee ee ee 188 230 
Bakers’ Helper (bi-w).... §143 *149 Telephone Engineer ..... 26 22 
Brick & Clay Record.... x18 x25 Telephony (w) .......-- F§x99 §x82 
Bus Transportation ...... 82 85 Textile World .......... 120 173 
Ceramic Industry ....... x*69 x*9] Water Works & Sewerage *81 35 
themical & Metallurgical Water Works Engineering 
BMGIMCCTING 266s cccces 147 178 (Di-ew) ......seeeeees 4 6U 
Civil Engineering ....... 19 25 Welding Engineer ....... 23 26 
SF eae eR eee 59 87 Western Construction News 81 89 
lontectioners Journal 35 31 The Wood-Worker ...... 35 4? 
Construction Methods and 
ee ee 62 85 SOD scddvtnanek eds 6,208 7,309 
CM bb weed Hewes cee 115 *193 
Diesel PYOgress ...cccess 32 37 Trade Group 
Electric Light & Power... 6 55 American Artisan ...... 49 62 
Electrical South Se 4] 36 American Druggist ..... 80 107 
Electrical West tte e eee 45 46 American Exporter ...... 192 193 
Electrical World (bi-w).. 158 169 Automobile Topics (w)... 23 31 
Engineering & Mining Jour Automobile Trade Journal 34 38 
OE ecnwnas teeta 83 85 Boot & Shoe Recorder (w) *152 152 
Engineering News-Record , on Building Supply News.... 31 40 
i bw Man aemans  & 192 re71 Commercial Car Journal.. *99 *129 
Maintenance i" eae 173 95 Domestic Engineering Poland 61 ad 
pie cnet pt “on Farm Implement News - 
SRR NEA 32 1 cs na Lg tage el 4 180 
Heating, Piping © Air > Hardware Age (bi WP. « Aa ated 
Conditioning eoceeces 65 8f ag 0 Mees The ‘ 6\ 8? 
yo vad Ventilating +1 43 Mida’s Criterion ........ 27 40 
leleeanaiel Rete Cee ee oe se 84 DE tt hidccnasbapekes 88 LOS 
The ron Age (w) aa x305 $432 Motor Age 5 ee ae a Se a4 45 
Machine en " ' : ' 4 ’ 91 Motor W orld Wholesale. . 6) 36 
eet €197 211 National Grocers Bulletin. 41 46 
. Plumbing © Heating Trade 
Manufacturers Record ... 48 65 r . 54 "5 
Marine’ Engineering & S —— Roeemnatinn “yee . ’ 
icine aie... on 47 — Automotive Jour: - - 
Metal Tadeety on iii. 43 gg Southern Hardware . 84 (96 
Metal Progress ......... 78 82 ae Sa ee = : 
Metals & Alloys ebeenececes 45 66 Total . 464 797 
Mill & Factory.......... 118135 nica atehibalsialtiaiay” “vii 7 . 
Mill Supplies .......... 77 101 Class Group 
Modern Machine Shop... 162 187 7 . 
National Petroleum News Advertising Age (w).... - 120 
ee a 125 #143 American Funeral Director 57 58 
National Provisioner (w). +123 115 American Restaurant ; 70 
Oil & Gas Journal (w)..x§277 x+324 Hospital Management ... x16 x26 
Oil Weekly (w)........ ” 166 187 Hotel Management ...... ty 80 
The Paper Industry...... 61 68 Modern Hospital ....... = = 
The Paper Mill (w)..... x¥§83 x83 Modern Medicine ....... +4 - 
Paper Trade Journal (w).x§120 x+139 Nation’s Schools ........ 33 4] 
Pe PN caciabavaea " §3 62 Oral Hygiene ee ee : +5. 109 
sk sere ee x53 x73 Trafhe World (w)....... 7*90 "98 
bo Oe ee eee 163 200 
Power Plant Engineering. 75 89 Total «..+++++seeee. of 768 
5 err rarter 45 57 
Product Engineering 93 81 *Includes special issue xIncludes 
Railway Age (w)....... $7178 158 classified advertising SLast issue esti- 
Railway Purchases & Stores 43 45 mated. Five issues 
Business Paper The trade paper group, represented by 
wage : twenty-one publications, reported an aver- 
Advertising is Off age loss of 15.23 per cent below April, 
® BUSINESS papers continue to show 1937, issues. This division showed a slump 
decline in advertising volume Sixty of 9.87 per cent for the four-month pe 
ght industrial papers registered a 15.07 riod against that of last year 
cent drop in April display volume Class papers represented by ten papers 
mpared with the month a year ago. For carried 19.08 per cent less business 
e first four-month period total volume April issues this year than a year ag 
off only 6.91 per cent below the 1937 The decline for the comparable for 
riod. months was 12.88 per cent 











FLASH! 
“ 


IN REFERENCE TO 
THIS TABULATION 





< 
INDUSTRIAL EQUIPMENT NEWS 


. . . doesn’t sell “Pages” so 
cannot be listed . . . its STAND- 
ARD unit is its 1/9th page and 
“For the Record” it carries 350 
to 378 1/9th “pages” monthly, 
giving it outstanding leader- 
ship in the number of adver- 
tisers using it to reach active 
plant-operating men in industry. 


* 


52,000 plant operating coverage 
for only $79 to $85 a month 
PLUS tangible advertising RE- 
SULTS ... Write for a copy of 
the “IEN Plan”. 


< 
INDUSTRIAL EQUIPMENT NEWS 


461 EIGHTH AVE. 
NEW YORK CITY 























This headline spells your opportunity 
in the coming upsurge of industrial 
activity—powered by hundreds of 
millions of Federal-aid appropriations 
for highways, dams, waterways and 
reclamation projects. 


With this new upward, business spiral 
started in both national and private 
construction, there will be a rapidly 
rising demand for the machinery and 
equipment that you sell to the ce- 
ment, gypsum, lime, sand, gravel, 
and crushed-stone industries. 


You can reach this qreat market with 
maximum coverage and minimum 








cost in 
ae 
—_— 
\ 
Largest iB Write for 
net paid | @ survey 
producer \ | of your 
circula- \\ market 
tion in —free on 
the field request 
is 
— © 


PIT and QUARRY 


907 Rand McNally Bidg., Chicago 
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"Cleverness” Is Taboo 
Epiror: The O. K. As 


interesting. 


To THI 


Inserted feature is most 
Such 


tisements 


criticism of individual adver- 


should be most helpful if 


well founded, but, as is true of most 


miscellaneous advertising criticism, 
may well give the praise to a clever 
but ineffective advertisements, fre- 
quently also failing to give credit for 
sound and effective copy which may 
not be so striking. 


ie The 


Cork Products Company 


Hagaman of the Armstrong 
works to- 
ward the point I have in mind in his 
published letter beginning on page 
forty-six of your April issue. 

cS 


Manager of Advertising and Sales 


CONGDON, 


Promotion, Jones & Laughlin Steel 
Corporation, Pittsburgh. 


vVvvyy’ 
A Good Record 


To THE Eprror: The Copy Chasers 
have been more than kind to our ad- 
vertising. The April issue contains 
reference to and illustration of the 
third 


their 


Reeves ad which has received 
refer- 


That’s a 


favorable notice. Three 
ences—three compliments. 
good average. 

Most of 


ing belongs to Howard C. Caldwell, 


the credit for this show- 
president, The Caldwell-Baker Com- 
pany, our agency, and I know he is 
as well pleased as we are. It puts 
him on the Spot, though, to continue 
his fine batting average. 

Incidentally, let me congratulate 
you on the increasing high quality 
of the editorial content of INDUsTRIAI 
MARKETING. 


back, 


issue in a 


Time was, not so long 


when I could read an entire 


few minutes (or at least 
the articles that interested me); but 
now I can spend a couple of hours 
and get a lot of value from each issue. 


J. M. Jewett, 


Reeves Pulley Co., Columbus, Ind. 
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New Technique for 
Textile Industry Copy 


To rue Eprror: For many months 


I have been reading with much in- 


terest the rather acidulous comments 


of The Copy Chasers. Many of their 


opinions I have found quite stimu- 


lating, and, in fact, some of our re- 
cent changes in advertising have been 
based upon their very sensible sug- 
gestions. 

Casting caution to the winds, I am 


sending you herewith two advertise- 


SITING PRINTING FINISHING 





a 


ments recently released to the textile 
publications. In one we have attempt- 
ed to emphasize our laboratory facili- 
ties. We avoid the bearded scientist 
type of copy, and refer instead to an 
unusual piece of equipment which 
makes our laboratory outstanding. 
Our 


approach the reader from the stand- 


other advertisement tries to 
point of his own interests. We try 
to show how the adoption of our 
products contributes to his satisfac- 
tion, well-being and peace of mind. 

I should like very much to receive 
your comments as to the extent to 
which you think we have succeeded 
in developing the human _ interest 
angle. 

Brickbats are welcome, if deserved. 

Water HALpeRrT, 

Advertising Manager, Stein Hall & 


Company, Inc., New York. 


Dear Mr. HALPERT 

Many thanks for your kind letters—it 
peps us up a lot to read such encouraging 
words 





Ad 238 which you sent us would rate 
very high in our analysis—swell headline, 
good picture, and copy that gives a reason 
for doing business with Stein, Hall 

No. 438 is superficial, in our opinions 
There's nothing lasting to it—a moment's 
mpression, yes, that might even turn up 
an inquiry or two—but nothing that rep 
your company or your product 
We bet your market will associate the sci 
entist with your name for a longer time 
than they will the fellow 
the tree 

As far as the 
concerned, we think it would be a swe 


resents 


‘ 


leaning against 


“*human interest” angle 1 


> & 


idea to forget industrial men as huma: 
| } are ; 
heings and consider them just as they art 
hard workers, hard buyers. When t 
buy to thpaste, they may be influenced 
emotionally by human interest advertis! 
; “lie : : ; 
Sut when theyre Duying tor the 
they re lenty tough and they want tacts 


THe Copy CHASERS 
vvysey 
Tsh! Tsh! Right in 
Our Own Front Door! 
To THI 


will be interested in the similarity of 


Eprror: We believe you 
ideas as shown in the ad for the Heinn 


Company, manufacturers of | sales- 
men’s loose-leaf equipment, on page 
forty-three of April INpusrria! 
MaRKETING, and that of Power Plant 
Enginecring on page two of the same 
issue. 

This coincidence of approach to en- 
tirely different subjects does not often 

Jay T. Newton, 

Hoffman & York Advertising, 


Milwaukee. 


occur. 


vvy 
What Ho, Mates? 
Our Fire Returneth! 
To THE Copy 
pursuance of your circuitous careers 


CuHasers: In the 


as confirmed crabbers concerning copy 
composition, licentious layouts, and 
inept, ineffectual advertising in gen- 
eral, would you pause for a moment to 
bite the hand that feeds you? 

The penalty we Canadian adver- 
tisers have to pay every time we are 
curious to return a reply card or 
self-addressed envelope to an Amer- 
ican advertiser, is exactly three cents. 
Business reply postals or envelopes 
which we and our contemporaries re- 
ceive are invariably franked for free 
postage; the freeness fades, however, 
if mailed beyond your borders. 

It seems to me that the progressive 
American advertising fraternity, 
which 
books we often borrow a leaf, con- 
sistently overlook this simple and ob- 


we admire, and from whose 


vious but important phase of their 
campaign—that is, the portion ad- 
their friends in Canada, 
and presumably to other countries. 


about 


d ressed to 


sincere paying 


If you are 





INDUSTRIAL MARKETING, May, 1938 
































postage for replies, for the love of 


sauerkraut put a Canadian stamp on 
the envelope or reply card! 


INDUSTRIAL MARKETING could car- 


ry a useful article regarding this prac- 
rice. 
Now for the bite! The most recent 


fender is your own circulation de- 


partment. Exhibit “A”—the reply 
card envelope is enclosed. Tsk! Tsk!! 


From the very publication that is sup- 


posed to catechise advertising. Lay 
em low with biting sarcasm and 
henceforth hold high the torch. 

A. P. Darcet, 


Publicity Department, Canadian 
Ingersoll-Rand Company, 


Montreal, Que. 


P. S.: Our renewal card is also en- 
closed the paper's too good to 
miss. A. P. D. 


7, ¥ 
Contributing Factors 
Should Accompany Figures 


To THE Eprror: Inasmuch as The 
Copy Chasers have been dinning into 
the ears of your reading public the 
wisdom of getting actual figures of 


actual savings in industrial advertise- 























ments, we assume you will be pleased 
to know that their influence has been 
effective even in the relatively little- 
<nown brewery equipment field. 

We are enclosing reprints of a full- 
which 


has been imprinted on the reverse side 


page magazine advertisement 
for use as an envelope enclosure. 
There is one thing about adver- 
tisements quoting figures which has 
ilways annoyed me; that is, the fig- 
ires themselves are frequently stated 
rbitrarily without any consideration 
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given to the factors which were used 
to derive the conclusions. You will 
note in the small block of copy where 
we have our explanation of the fig- 
ures, all of the necessary factors are 
given so the reader himself may check 
present if 


the conclusions which we 


he so desires. 


WitttiAM NEKOLA, 
Barry-Wehmiller Machinery 
Company, St. Louis. 
Dear Mr. NEKOLA 
Thanks for calling attention to your 


TIGHTWAD ads. We think they're han 
dled exceptionally well, particularly sinc« 
so many other advertisers are at last seeing 
the value of dollar-sign advertising and it's 
necessary to put something else in, to get 
attention. Your “something else” is the 
clever treatment of the Scotchman 

You're right when you believe a lot of 
advertisers are leaving out some of the fac- 
tors which were used to reach the conclu 
sions. Not only do such ads carry a hint 
of truth-stretching, but it is also true that 
the figures are really worthless unless the 
conditions are clearly stated The reader 
can’t compare with his own results unless 
he knows a little of the background 

We aren't particularly fond of little es- 
says about why the dinosaur perished, but 
outside of that, we'd rate your ads A-plus. 

THe Copy CHASERS 


7 ww 
The Tactful Approach + 
To THI 
herewith copies of our latest adver- 
tisements which be inter- 
ested to send on to The Copy Chasers. 
After running two ads of a general 


Epiror: I am attaching 


you may 


nature on our technical service, we 
are now taking up specific problems 
which were solved by Calco. 

Your sharpshooters may complain 
that we should mention the specific 
that the problem. 


There are two reasons why we don’t. 


product solves 
One is that we hope to pull a cer- 


tain amount of direct mail request- 
ing more information on the prob- 
lem, and secondly and more impor- 
tant is that if we mention the name 
of the product, it immediately tips 
off our customers. For this reason, 
particularly, we hesitate to be more 


T. NETTLETON, 


Advertising Manager, 


specific. E. 


The Calco Chemical Company, 
Bound Brook, N. J. 


Errata 


The photograph shown in the April 
issue in connection with the item regard- 
ing the opening of a new agency by Galen 
Snow, Springfield, Mass., and labeled Al- 
bert M. Orme, was incorrect. The photo- 
graph reproduced was that of S. H. Nel- 
son, who has been elected vice-president 
of Wm. B. Remington, Inc., Springfield 


agency 


\ 
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COAL... 


|THE NECESSITY 


The that 
furnishes most of 
the heat and pow- | 
er in the United | 
States is today 
largely a manufac- 
| tured product. 


coal 


Equipment that | 
improves coal or 
its burning finds a 
natural and profit- 
able market in 


han 


| = BLACK DIAM 





NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bldg. 





For more than 50 years the lead- 
ing journal of the coal industry 























Leading 
almost 4: to lI 


welding field 


in the general 


A survey determining the relative 
acceptance of business papers in 
the metal working field places The 
Welding Engineer far ahead of 
other welding papers. 


Pre-eminent quality of editorial 
content keeps welding technicians 
posted on new developments, new 


applications, research projects 
and what’s best in sound welding 
practice. 


This leadership can only reflect 
acceptance of materials and equip- 
ment used in the welding applica- 
tion. Alert manufacturers are ex- 
tending the distribution of their 
products through the pages of 
The Welding Engineer. 


Here is a 4 to 1 bet for your product 


THe WeELpiING ENGINEER 
608 So. Dearborn St. Chicago, Ill. 
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@ BUSINESS publications of all types 


are entering material in INpDuUsTRIAI 
MARKETING’s competition for annual 
awards for publishing achievement. 
Interest in the contest is being shown 
by publishers in every section of the 
country, and Canada as well. Before 
the closing date of Aug. 1, it is ex- 
pected that the judges will have a 
large volume of material from which 
to select the winners. 

The competition is open to busi- 


ot all 


industrial, 


ness papers classifications, 


whether trade or class, 


which includes the professional and 
service industries publications. A pub- 
lisher may enter his publication or ma- 
terial from it in any or all of the fol- 
lowing classifications: 


1. For the best series of articles, 


editorials, or general editorial cam- 


paign around a definite objective. 


2. For the best single article or edi- 
the advancement 


torial pertinent to 


and welfare of the field served. 


[| CONTINUED FROM Paci 


Modine Catalog 


focus the eye on the page. To make it 


15] 


easier to follow the eighty-line vertical 
columns of figures, we used fine blue 
guide lines. Black guide lines were run 
the page 
every third line of figures for this 


horizontally across after 


same reason. Adjacent vertical col- 


umns containing two sets of data were 
alternately and 


black. 


With the help of color and guide 


printed in copper 


lines, we were able to make clear, 
easy-to-read tables from a maze of 
figures. In spite of the similar appear- 
ance of these five tables, there is little 
possibility of the engineer mistaking 
one table for another even when 
he is in a hurry. 
Inasmuch as this type of catalog 
is often used on the drafting board 
in the midst of blueprints, scales, 
etc., it should lie perfectly flat when 
open. For this reason, Cercla binding 
was used, enabling the engineer to 
turn the covers back to back if lack 
of space on his board required it. 
While all this planning, precaution, 
special format and use of color may 
a technical cata- 


seem unnecessary in 


log of this nature, we have found it 
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Many Enter for Publishing Awards 


the equipment field, 


Mr. Hext has had 
extensive sales and 
advertising experi- 


ence 
was connected with 
A. §S 
pany 
and 


vertising 
cinnati, 

turers of 
maintenance 
brewery equipment 
He fills the vacancy 
caused by the death 
of Marian A 
Smith 


3. For the greatest improvement in 
typography and format and general 
appearance. 

All 


the period of twelve months preceding 


entries must be from within 
the closing date, Aug. 1, and be ac- 
companied by a letter explaining the 
objectives of the material entered. 

The awards will be presented to 
winners at the Cleveland conference 
of the National Industrial Advertisers 
Association, Sept. 21-23, on the rec- 
ommendations of the jury of awards 
which consists of: Julius S$. Holl, ad- 


Link-Belt 


pany; William E. McFee, in charge of 


vertising manager, Com- 
copy and plans, American Rolling Mill 
Company; Walther Buchen, president, 
The Buchen Company, agency; Har- 
vey A. Scribner, president, Russell T. 
Gray, Inc., agency; and William F. 
Kittridge, director of design and ty- 
pography, R. R. Donnelley & Co., 
printers. For further information see 


page 31. 





indispensable in building a really usable 


piece of literature as well as in 


helping us to accomplish the sales pro- 
motion objectives outlined at the be- 


ginning of this article. 


To Wetzel Bros. Printing Company, 


Milwaukee, goes credit for execution 
of the layout and for the exception- 


illy fine job of printing. 


Hext at Littleford Bros. 


Richard G. Hext has been appointed ad 
manager, Littleford Bros., Cin 
manutac 
road 


and 


Although new in 


Formerly he 





Com 
Procter 


Boyle 
and 
Ce thier 


R. G. HEXT 


Snow Gets Three 


1 
} 


Galen Snow, Inc., Springfield, Mass., 
as been appointed to handle the follow 
ing accounts: Baldwin-Duckworth Chain 


Corporation, direct 


: : 
mail and business pa 


pers; Rockbestos Products Corporatio: 
direct mail and business papers, and Co 
burn Trolley Track Company, business 
papers 


i 


























CELE RE 


These two spreads in the Modine 
catalog illustrate the unusual treat- 
ment given to the mass of tabular 
matter which was necessary to include 
in book. Liberal use of color relieved 
the monotony and made reading easy 


Gets Reilly Tar 


Caldwell-Baker Company, Indianapolis 
has been appointed to handle advertising 
of the Reilly Tar & Chemical Company, 
Indianapolis. Business papers are being 
used in plastics, coal tar products, oil and 
paint and pipe enamel fields 


Technicolor Premiere 
Marked by U. S. Steel 


Before an invited audience in the grand 
ballroom of the Waldorf-Astoria Hotel 
New York, U. S. Steel Corporation or 
April 13 exhibited for the first time it 
new technicolor four-reel and one-reel ed 
ucational pictures, which will b 


motion 


distributed to some theaters, civic groups 
student bodies and others 

E. R. Stettinius, Jr., chairman of th 
board, said that the films will play an 1 


portant role in the company’s employe and 
industrial relations activities 
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N.1L A. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





N.LA.A. Conference 
Committees Buzzing 


It might be a long time until fall in the 
ninds of some people, but not so with 
ommittees for the Cleveland conference 
f the gy 3 Industrial a As 
ciation, to be held Sept. 21-2 Zz. kL 
Yidham, ( “leveland Rock Drill Consens 
who Stan Knisely, general chairman, has 
charge of publicity, finds plenty t 
write about 
One release gives plenty of bait to draw 
ne of the largest feminine attendances 
n record, pointing out all the show and 
nterest spots of Cleveland, which guaran 
tees that the women will not have a dull 
oment while the men folks are attend 
ng sessions. And if they care to, they 
may tag along on the planned tour of 
Republic Steel’s new continuous sheet mill, 
something decidedly worth seeing 
The program already is 
inder direction of Ralph Leavenworth 
Some front page speakers have been 
ned, and good news to lots of members 
the announcement that clinic meetings 
ill again be soaunes this year 
R. E. Bandelow, chairman panels com 
ittee, has iaiacted 2 a new note in awards 
to members for best advertising material 
lisplayed with a jury to be composed of 
purchasing agent, a production man and 
engineer. This will be the first time 
it the panels will have been judged by 
en representing the type ot readers te 
hom the advertising 
Cleveland is laying the groundwork 


rd-breaking N.I.A.A. cor 


10 


S 


is directed 


ther re 
otne ect 


erence 


Prepare Check List for 

Building Advertisement 
What probably will be one of the most 
pular activities sponsored by a chapter 
the N. I. A. A. is the “Advertisement 
ilding Check List” which is being 
raftted by the Technical Advertising As 


iation oft Bostor Ger rge T Metcalf. 


vidence agency head, is chairman of 
€ work 

The list will comprise two sets of fac 
rs which always should be kept in mind 


en planning an advertisement and writ 


ng the copy The first 


division covers 


What do you want to do?” and the sec 
“How are you going to do it?” <A 
check comes de ‘H ve gone 
recti 

L he our-page check N1 De eagy 
istributi short time 


Budget Survey Forms 
Ready for Mailing 








Industrial Marketers tf New Jer sey s 
dgets survey committee under directior 
W. B. Spooner, Jr., Sp ¢ Kriegel 
v York, has complet the form for 
innual study of industrial advertising 
dgets and it is now being prepared for 
tribution 
addition t the usual breakdown ot 
dgets by media. additional data to be 





taking shape, 
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include a 
expense, 


gathered and analyzed will 
breakdown of administrative 
sales expense in ratio to sales, size of mar 
ket by units, characteristics of line by 
number of items and price range, and 
method of arriving at appropriation 

The committee is eager to have a quick 
and complete reply to the questionnaire, 
not only by members of N. I. A. A., but 
also by all industrial advertisers who are 
willing to codperate in order to insure a 
base broad enough to make the survey 
authoritative. The form is made up in a 
manner to serve as a guide to’ proper 
budgeting. Non-members may obtain the 
form by addressing Mr. Spooner. 


Phoenix Elected 
T.P.A. President 


Edward A. Phoenix, assistant sales pro- 
manager, 


Johns-Manville, has 
been elected presi- 
dent, Technical 
Publicity Associa- 
tion, New York, 
succeeding Robert 
A. Wheeler, Inter 
national Nicke] 
Company. Also 
elected for the en 


motion 





suing year are 
First vice-president, 
Robert J. Barbour, 
Bakelite Corpora 
tion; second vice 
president, Keith B 
Lydiard, Fred Glen 
E. A. PHOENIX Small Agency; sec 


retary-treasurer, C 
M Neighbors, Bab 
ock @ Wilcox Company 
The following were elected directors 
R. A. Wheeler; George T. Trimble, Mar- 
schalk & Pratt: T. B. Little, Steel Publi- 
cations, Inc.: and H. W. Clarke, McGraw 
Hill Publishing Company. 
The T.P.A staged its own Professor 


Quiz program April 11, under direc: 
tion of E. S. Pattison, G. M. Basford 
Company. At the same meeting, Ralph 


O. McGraw, editor, INDUSTRIAL MARKET- 
ING, exhibited the O.K. As Inserted sound 
j featuring The Copy Chasers 


slide film 


Boston Has Double 
Feature Program 


Association, Bos 
movie magnates 


Technical Advertising 
took a tip from the 


ast month and put on a double feature 


program. It worked 

Eldridge Haynes, vice-president, Mec 
sraw-Hill Publishing Company, New 
York. talked on “Selling Management on 


Under Today's Con- 
McGraw, editor, 
finished his East- 
sound 


Marketing 
and Ralph O 
INDUSTRIAL MARKETING 
swing with The Copy Chasers’ 
slide film of O. K. As Inserted. 
Mr. Haynes emphasized the point that 
nanagement would not be so hard to keep 
sold on advertising if the advertising man 
would keep it ever cognizant of its real 


Industrial 


ditions,” 











T TREATING 
FORGING 


Heat treating and forging 
plants and departments are 
continuing to make improve- 
ments in facilities and are 
planning many more. HEAT 
TREATING AND FORGING, 
read by more than ninety per 
cent of the operating officials, 
engineers and metallurgists in 
this field, can be of consider- 
able aid in selling your equip- 
ment. 


Published by 
STEEL PUBLICATIONS INC. 
108 Sorithfield St. Pittsburgh, Pa. 


Heat Treating 
and For ging 














Steel plant engineers and of- 
ficials are now concentrating on 
studying improved equipment. 

The June issue of BLAST 
FURNACE AND STEEL PLANT 
will carry the important papers 
read at the American Iron and 
Steel Institute Meeting to be 
held in New York, May 26. 

Your advertisement in the 
June issue will tie-in your sales 
message with this cross-section 
of opinion of the foremost au- 
thorities on steel mill practice. 

Make your reservations for 
space now. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, 


ad a 






















































MEAT PACKING 
NATION'S [ST INDUSTRY 





Bright spot among 
industrial markets! 


The Meat Packer is your best sales pros- 
pect! Whether you sel! electrical, me- 
chanical or hydraulic equipment—whether 
it ic used for production, handling or 
control—the meat packing field is your 
best in-the-market field to cover. 


The meat industry, with production unaf- 
fected by business conditions or other 
factors, is buying yours or a competitors’ 
product every day of the year. Find out 
now where you fit into the field. 

This industry—greatest in the country—is 
covered effectively by only one publica- 
tion—THE NATIONAL PROVISIONER. 
Get the details! 


@ diy 
THE NATIONAL 
Provisioner 


407 S. Dearborn St., Chicago, Ill. 














Co-ordinated 
Advertising | 
Merchandising 
Sales-Service 


¢ CAMS will be sent on 
your request 


SPENCER W. CURTISS, INC 


dverlising 
t 
INDIANAPOLIS 


CIRCLE TOWER, 








functions and values With charts based 
on field surveys and market studies by in- 
dependent agencies, he showed that some 
objectives of advertising 
can be realized with adequate ap- 
propriations are: (1) Reduce selling ex- 
(2) stimulate salesmen to do a 
selling job: (3) take products out 
(4) 
existing business 

markets 
keep all buying 


of the main 


whic n 


pense 
t arder 
of the 


1 
share of 


“price”: class get a greater 
(5) explore and 
economically; (6) 
factors covered and in 
and (7) edu 
on how product helps solve 
their problems 

Some of the charts 
Haynes proved that the 


develop new 


sure against the new buyer 
cate buyers 


shown by Mr 
most widely ad 


vertised products enjoy the greatest ac 
ceptance and preference 
Detroit Hears McFee on 
Sales and Advertising 

Closer relationship between salesmen 
and the advertising manager was advo- 
cated by William E. McFee, American 


Rolling Mill Company, Middletown, O., 
in addressing the Industrial Marketers of 
Detroit last month 

The advertising manager can help the 
salesman, he said, by (1) knowing his 
company's markets; (2) understanding the 
salesman’s problems; (3) creating adver- 
tising designed to answer those problems; 
(4) keeping salesmen informed about 
advertising; (5) urging salesmen to 
advertising for all it is worth 

On the other hand, the salesman can 
help the advertising man by: (1) telling 
him his field problems; (2) criticising ad- 
vertising constructively; (3) contributing 
materials—photos, factual information 
which the advertising man is not in a 
position to secure; (4) studying advertising 
and (5) using 
new accounts 


use 


for ideas and suggestions; 
advertising in developing 
and holding old ones 

The Detroit chapter and the Associated 
Business Papers, Inc., will jointly sponsor 
an industrial advertising departmental at 
the Advertising Federation of America 
convention to be held in Detroit June 
12-15 

The chapter has voted to admit adver 
tising agency as active members and 
business paper representatives as 


men 
associate 
member Ss 


Predicts Lots of Color 
In Industrial Advertising 


Full reproductions of industrial 
products in advertising is seen in the near 
future by J. C. Gries, art director, Manz 
Corporation, Chicago, who addressed the 
Engineering Advertisers Association on 
“Color in Industrial Advertising,” April 
11. The trend, he said, already is in that 
direction following the more general use 
of color in consumer goods advertising.” 

Even products made of such prosaic 
materials 1s steel have been shown to have 
a great deal more color in them than their 
manufacturers realized, he pointed out, 
worked out in full color have 
a much more striking and interest 
ing visualization of the product 


Milwaukee Chapter 
Debates Agency Problem 
A debate on the question, “Has an Ad 


vertising Agency a Place in Industrial 
Merchandising?” was the main feature of 
the April meeting of the Milwaukee Asso 
ciation of Industrial Advertisers 
Covering the subject from many angles, 
numerous advantages and disadvantages 
were frankly discussed by the debaters. In 
favor were listed the better facilities in the 


color 


and when 
given 
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"Power" salesman C. R. Long pre- 
sents a recommendation to Walter A. 
Bowe, Carrier Corporation, Syracuse, 
with Howard Sands, Charles Dallas 
Reach Agency, listening attentively 


agency for specialization, market analysis 
and reseach, public relations, and outside 
viewpoint. 

The negative side contended that most 
of these services could be done as well 
within the advertising department, and 
usually at a considerable saving in cost 
The debate was voted a tie 

Presiding over the debate as chairman 
was P. C. Ritchie, Waukesha Motors 
Company. The affirmative side of the de- 
bate was taken by L. P. Niessen, Cutler- 
Hammer, Inc.; James Tate, Delta Mfg 
Company, and J. O. Ferch, Globe Union 
Mfg. Company. The negative debaters 
were Arnold Andrews, Bucyrus-Erie Com 
pany; Delbert Kay, Nordberg Mfg. Com- 
pany, and C. E. Werner, Galland-Hen 
ning Mfg. Company 


New Jersey Gives 
Gavels to Speakers 


Through the codperation of Samuel E 
Gold, sales and advertising manager, Lig 
num-Vitae Products Corporation, Jersey 
City, N. J., Industrial Marketers of New 
Jersey has established the practice of pre 
senting a Cocobolo gavel to all speakers 
addressing the chapter. The first pres 
entation was made by program chairmar 
Kenneth W. Bailey, Thomas A. Edison, 
Inc., last month to Ralph O. McGraw, 
editor, INDUSTRIAL MARKETING, when he 
exhibited The Copy Chasers sound slide 
film of O.K. As Inserted 

At the April meeting, the chapter 
quizzed the members on their evaluation 
of the various parts of an advertisement 
and reported the following averages, 
which are compared with those arrived at 
by members of Industrial Marketing Coun 


cil of St. Louis: 
N. J St. L 
SAE ise sacecweneeas 20% 10% 
Pe cans an wae ee 25% 35% 
NN PRO Cre re 25% 10% 
COBY cccccccccsscceess 30% 459% 
100 100 


Cumberland Valley Hears 
About Picture Magazines 


W. S. Honneus of the staff of Time, 
Inc., and W. D. Lindsey, Albert Kircher 
Company, Philadelphia agency, talked to 
the Cumberland Valley Industrial Advert 
tisers last month at a meeting held at 
Gettysburg. 

Mr. Honneus traced the growth of pic 
ture type magazines from twenty years 
back and gave some details of their pro 
duction problems. The growing impor 
tance of industrial advertising with special 
reference to publi¢ relations was pointed 
out by Mr. Lindsey, who also gave a pre 
view of the Philadelphia seminar program 


















































Away from 
the Desk 


@ DESPITE three score and ten years, 
W. E. Farrell, president, Easton Car & 
Construction Company, was one of the 
1ost interested in attendance at the Phil 

















idelphia seminar on industrial advertis 
ing and marketing If the country 
had more brass hats who recognized the 
importance of these subjects, words such 
as “depression” and “recession” would be 


f little significance 

Speaking of seminars, as a place for 
owing seeds, recalls that Walter S. Fogg, 
igency head in the city of brotherly love, 
is a grower of prize flowers and in 
other spare moments Walter ofhciates as 
president of the Local Assembly of the 
Society of American Magicians (you 
know, rabbits out of hats, etc.) One of 
these days, however, brother magician 
Malcolm K. Wright, a. m., Baldwin Loco 
motive Works, will go him one better 
ind pull out a bright, shiny new stream- 
inet and dramatics did not pass up 


Roland G. E. Ullman, agency exec.: he 


‘ 


fills many a heavy part with the Swarth- 





mor Players In order to convey a complete understanding of the appearance as well as the 

All of which accentuates the studious construction of both the inside and outside units of its Circulator Fireplace, 
— gr gery ad men and takes us The Majestic Company, Huntington, Ind., manufacturer of building specialties, 
pee ths te eee * soi tag apna distributed set-up cardboard scaled models in a folder with complete instruc- 
has been instructing in “Principles of tions for assembling and explanatory notes of its features. The company also 
Advertising” at the University of Cinci, has started publication of “Majestic Building Necessities News," a tabloid new- 
slightly topping the record of Fred W. products style house publication with the advertising units featuring its line 
Meyer, president, The Cincinnati Process 





Engraving Company, who for six or seven 
years has been teaching “Mechanics of 


Advertising.” These fellows should be 
put to work writing text books for the \ EN FT lA N 8 L | N f) f) FA IFR 
N.LA.A Allan Rooch, a. m., Inter 
tate Sanitation, and v. p., Cincinnati 


Association Industrial Marketers, has re 
turned bronzed somewhat by Florida suns » Wien »fuy sean . 
Throne somewhat by Forde sn The Only Exclusive Merchandising 


Tampas whicl I H. Koch, Moder Y 
aoliey Was. Eases ocak eae Medium in theVenetian Blind Field. 


bration of Peter B. Koch, who arrived 

* a a s , y 

April 24 Write for Sample Copy. 

If you want to see what happens when 
in ad man is president of an association a : , er 

St cana aak “heen oe. { B the Publishers of WOOD PRODI os 


where Prescott C. Ritchie, Waukesha Mo National Magazine of the Woodworking Industries 





tors a m.. has been fiven the job ee 
rs » Geen > F 5 ‘ ; 
Keith J. Evans, Inland Steel, also does Publication office, 431 South Dearborn St., Chicago, Il. New York office, 152 W. 42nd St.; 
civic duty as president of the village board Phone 7-9043. New England office, 1501 Beacon St., Brookline, Mass.; Ph. Aspinwall 8480. 
if Riverside, III After plan meetings 





Saturday mornings, Howard G. Sawyer, 














py chief, James Thomas Chirurg agency, 
Boston, wields the racquet on courts at 
Cambridge . John Navas, B.B.D.&O o 
" 7 9 . . J 
opyman, is planning a little summer ski What’s Made the Central West 
imping out West this year — 6 
, | Important Industrially? 
Tredwell Promoted Automobiles, steel, petroleum, lumber, meat packing, live 
° 1 ; ¢ h- " 
Tom Tredwell, formerly advertising stock, grain, produce, and the allied lines of each, have 
inager of Architectural Record, has been placed the Central West in the foreground industrially 
pointed sales manager of the magazine 
livision of F. W. Dodge Corporation, The majority of its industries are in the main exclusive 
New York. to the Central West. That’s why no publication other 
Gets St. Joseph Lead than one of sectional distribution can provide essential 
- ° . a That’ ICAL 
St. Joseph Lead Company, New York, business news for the Central West. ‘hats why hicago 
producer of domestic pig lead, has ap Journal of Commerce is outstandingly the choice of execu 
einted Frank Best @ Co., Inc., New tives in Central Western business. 
York, to handle the advertising of its 
ad and zinc divisions. Industrial papers 





vill be 


used. 
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THr “SLICK 


PAPER” OF 


,| THE 5 BILLION DOLLAR 
, | TELEPHONE 


CHICAGO 





AMAZING SYSTEM SETS TYPE WITHOUT TYPE 


FOTOTYPE Synthetic Type composed this ad 
and it will compose many type lines for you. at small 
cost, right in your own office. The cardboard letters 


fit into a special somposing stick and are automat- 
ically aligned. Fast! Economical! Cuts type costs for 
offset or zincs down to rock bottom. Over forty 


185 N.WABASH AVE. 
ILLINOIS 


INDUSTRY. 


modern types available. Write for folder 


FOTOTYPE CO. 639 W. Washington, Chicago 








DO YOU SELL TO PLANTS? 


The milk company that bottles 
delivered to your door each 


1 PLANT Milk Plants use 


equipment and supplies e 
such as insulating mate- l kK ant 
rials, oil burners, sto- 


kers, paints, boilers, air 
mnditioning apparatus, 


ete etc Write for copy 


morning 


LaSalle St 


CHICAGO 


the milk that is 
operates 


buy PLANT 











NAME Y¥ EXHIBITOR 


a 
REQUIRES ONE CASE 





PORTABLE 
EXHIBIT 
Backgrounds 
15° Spread x 8 


IN COLORFUL 
Crushed Plush 


CAMDEN & CO. 
160 N. Wells St 
Chicago 














NOW 
13 Big Issues 
INDUSTRIAL 
MARKETING 


COST ONLY 
$2.00 








Milestones 


in Publishing 


Applying a technique 








which has bee 

successful for general news-magazines, 
Electric Light and Power inaugurated a 
new editorial treatment last month by 


which it will give readers a digest of hap 
penings in the electrical field avainst the 
background of the stories, and an inter 
pretation i the devel pments 

Tl inother business paper stream 
lines its service for the busy executive in 
recognition of the increasing demands 
his time whicl ire makit MY adequate and 
ssential business reading more and more 
1 task Adoption of the new modern 
tempo of handling news interestingly and 


: : Yr . 
tersely will have visible effect in the read 


ership of business papers 
2 
, 4 

Again a silver anniversary in the busi 
ness paper field This one marked by 
Automobile Digest with its May issue re 
capturing in picture ar d text, events and 
developments of 1913 and highlights of 


the automotive industry during the last 


twenty-five years The publication ranks 
1 
as the oldest ior i depe I di nt 1utom hi le 
a: 
service est iblishments 


+ 
Another bright spot in the automotive 
ublishing field was public ation last 
month of a forty-eight page rotogravure 
‘Automotive Li ads Again Edition™ of Au 
tomotive Daily News. Prefaced with “A 


Report to the Boss!" (the buying public), 


the theme of the issue was designed t 
how by word and picture that the aut 
votive industry is better equipped and 
more ready today than ever to lead the 
doldrums and is not 
lying down on the job The need of the 
points out, “‘is 
common sense and codperation 

.and once more the nation can ac 
claim: “Automotive Leads Again.’ ” 
sent to all key executives 
ofhcials and 


untry out of the 


day, however, the issue 


nfidence, 


Copies 
of the issue were 
of the ountry 
representatives 


government 


With the April issue, 

erased obvious advertising 
over but retained cover revenue by using 
a pictorial tie-in and a reference note to 
the cen ter spre id advertiser. (Would you 


sav th eating your cake and having it, 


Hardwood Record 
from its front 


To meet the need of the rapidly grow 
g frozen foods industry, Frozen Foods 
Recorder has been establis “9 as a unit 
Western Canner and Pax The pro 
of frozen foods now on reached 
million 
seventy 


duction 


a total of more than one hundred 
pounds annually, of which some 
million pounds are packed on the Pacific 
Coast, the publication says. The latest 
development is freezing foods in large 
units for the institutional trade 
7 

Modern Beauty Shop has expanded its 
style sheet into a twenty-eight page col 
ored pictorial rotogravure supplement 
which is to be known as Modern Beauty 
and issued four times a year, alternating 
with the former style sheet Fourteen 
pictured in 


new, practical hair styles were 
detail in the April issus 
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On the threshold of another quarter- 
century, Hercules Powder Company 
tells the objectives of its practical re- 
search activities in another piece of 


beautiful printing, “Looking Ahead,” 
from its advertising department press 


The tabloid news style Automotive Job- 

ekly has added a monthly pocket 

size magazine supplement, Automotive 

Jobber Selling Manual. Sales plans, sales 

arguments and a selling calendar will be 

the principal part of the editorial content 
. 

Many large manufacturers of airplane 
engines and other aviation equipment are 
ooperating with Machinery to present i 
July for the first time known, an exhaus 
tive study of aircraft manufacture as it 
relates to the mechanical industries 

= 

Revista Aerea 

of Aero Digest 


heretofore a supplement 
made its solo last month 


with a May 15 publication data It is 
irculated in the Latin American countries 
” 


The entire April Plumbing and Heatin 
Journal was devoted to the modernizing 
of homes with reference to air condition 
ing, heating and plumbing equipment 

. 

A round trip ticket to Europe, first 
class, on the French Line, $100 cash, and 
an opportunity to study hotel and travel 
conditions in New York, London, and 
Paris will go to the winner of a contest 
announced last month by the Hotel 
World-Review. The award will go to the 
hotel executive or employe who writes 
the best essay of not more than — 
words the subject, “What Hotels Can 
Do to Bring Travellers to Their States.” 

* 


April published a 


Ziving Concise 


Food Industries for 
“Frozen Foods Directory” 
data on every important producer in the 
industry, as well as up-to-the-minute facts 
on freezing processes 

* 

April Product Engineering published 
the ‘1938 Classified Directory” of sources 
of supply for materials, electrical and me 
chanical parts and finishes specified by de 
signing engineers; also a separate direc 
tory of sources of engineering department 
equipment and supplies 


Booklet on Trade Facts Sources 


Current trade statistics published daily, 
weekly, monthly, or quarterly by forty 
governmental agencies and 200 non-gov 
ernmental agencies are covered in 
“Sources of Current Trade Statistics,” 
just issued by the Bureau of Foreign and 
Domestic Commerce, Washington, D. C 
Approximately 3,000 statistical series are 
listed with names and addresses of the 
compiling agencies 
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@ We want to tell him some of the things about 
National Industrial Advertisers Association that you 
should have told him long ago. How your member- 
ship in N. I. A. A. brings you intimate coatact with 
other industrial advertising managers. How budget 
surveys keep you informed on appropriations and 
their distribution. How your headquarters brings you 
the latest data on publications. How your closer con- 
tact with a thousand other industrial advertisers broad- 
ens your vision, brings you their experience and 
enables you to learn, through the annual con- 
ference, the results of their merchandising ideas. 


There’s the nub of the whole thing. We want 


EAST OHIO STREET * 


ABOUT THE BENEFITS OF NLT. A.A. 





AL ADVERTISE 


you to attend the 16th Annual Conference at Cleve- 
land in September and we want to invite your boss. 
He may be the General Sales Manager, the Vice Presi- 
dent or the President of your company. Whatever the 
title, the man dictating the sales policies for your 
company should be there. This will be an advertising- 
merchandising conference with all the monkey-busi- 
ness cut right out—a real idea-exchange. Please show 
him this advance and very informal invitation—or 
send his name to E. B. Bossart, Bailey Meter 
Company, 1050 Ivanhoe Road, Cleveland, O., 
so that a personal invitation may be extended. 


We'll be looking for both of you. 


CHICAGO, 

















RS ASSOCIATION 


ILLINOIS 
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Useful information compiled by publishers and others, which can be secured 
without cost through "Industrial Marketing” or direct from the publishers 





277. 1938 I v port Sales Ouota ¢ hart. 


An export sales chart to be used as 
a daily work-sheet by the export ex- 
ecutive for planning quotas, listing 
pertinent facts about distributors, ba- 
sis of sales, etc., and for comparisons 
between last year’s and current year’s 
sales. Prepared by Business Publish- 
ers International Corporation. 


278. Survey of Reader Interest. 

In this illustrated booklet is an 
analysis of a reader interest survey 
of advertising in general media, busi- 
ness papers, direct mail, blotters and 
color stimulation to recognition, read- 
er interest and product identity. Pre- 
pared by The Wrenn Paper Company. 
279. Practices in the Air Condition- 

ing Field. 

A study showing what the air con- 
ditioning-oil burner dealers are think- 
ing and doing about sheet metal, sheet 
metal shops and equipment, prefabri- 
cated ducts, job specifications and 
costs, registers, blowers, humidifiers, 
electric motors, etc. Issued by Air 
Conditioning combined with Oil Heat. 


280. Latest Facts on Shipbuilding 
Ex pansion, 

This booklet, issued by Marine En- 
gineering and Shipping Review, fea- 
tures the rapid expansion of ship- 
building in’ this country. It sum- 
marizes the present sixteen-year rec- 
ord volume of merchant shipbuilding, 
the construction in early prospect and 
the long-term replacement program, 
and tells also of the present and pro- 
jected naval construction program. 
197. Heating 8 Ventilating’s Market 

Data. 

A series of data sheets giving pro- 
duction, sales and marketing informa- 
tion about products sold in the heat- 
ing and ventilating market together 
with names of their manufacturers. 
Issued currently by Heating & Ventil- 
ating. 

232. Glorify Your Product. 


A colorful booklet revealing how 
aggressive companies are definitely in- 
creasing sales through the medium 
of talking motion pictures. Tells 
how talkies can be used in all phases 
of marketing, direct or through es- 
tablished channels of distribution. 
Published by Herman A. De Vry, Inc. 


271. Men of Metals Are Human 
Beings. 

This brochure explains the human 
element involved in the buying influ 
ences in the metal industries and how 
it reacts to appeals to human emo- 
tions. A classification of American 
Society for Metals membership is 
given and the topics of greatest inter- 
est to them listed. Published by Metal 
Progress. 

270. There Is a Better Way. 

Chemical Engineering Catalog gives 
in this booklet the three musts for 
process industries sales, four tests for 
catalog value and market data cover- 
ing the process industries, a $6,000,- 
000,000 market. 

236. Organized Buying Information. 

This illustrated booklet issued by 
Sweet’s Catalog Service offers three 
definite suggestions each for catalog 
content and catalog format and shows 
the trend toward cover catalogs in pre- 
filed catalog services. 

246. Packingtown Has $3,000,000,- 
000 to Spend. 

This graphically illustrated brochure 
prepared by The National Provisioner 
defines and analyzes the meat packing 
industry and its buying habits, and the 
logical approach to it. 

222. Air Conditioning Trends. 


A monthly bulletin to interpret the 
sales side of the air conditioning in- 
dustry presenting trends and market 
conditions. Published by Heating, 
Piping and Air Conditioning and 
American Artisan. 

218. Markets in the Milk Field. 

A series of surveys by Milk Plant 
Monthly on the market for water- 
proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 
paints in the milk field. 

229. Hundreds of Thousands of 
Reasons Why. 


This prospectus shows how 1,500,- 
000 names give complete coverage of 
the major industrial markets, and em- 
phasizes that efficient selling by mail 
depends upon the completeness and 
accuracy of the lists employed. Is- 
sued by McGraw-Hill Publishing 


Company. 
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